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RUBBER FOOTWEAR FOR CHILDREN e ADULTS » MECHANICS e FARMERS 

















RUBBER FOOTWEAR FOR CHILDREN e 











CAT’S PAW 
TREDAIR SAF-TRAK 


SAF-TRAK Soles’ smart, out- 
of-this world styling ... their 


light weight and extra traction 





will boost your sales sky-high! 


For samples write: CAT’S PAW RUBBER CoO., INC., BALTIMORE 30, MD. 
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In Stock 922 
Black Moccasin Oxford 
with Allenite Tip 
Black Crepe Sole & Heel 
8, to 12, Bto E 
12% to 3, BtoE 
Also in stock in brown. 

986 





In Stock 4076 


Red T Strap 
Leather Sole 
6 to 8, BtoE 
8% to 12, AtoE 
12% to 3, Ato E 





Kali-sten-iks can be a capital asset 
in your store too. Quality Styling 


for children of all ages. 
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HE GILBERT SHOE CO., THIENSVILLE, WISCONSIN a 
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IT 

TAKES 
THE 
BIG ONE 


... to do the big job! in tHe $6.99 to $10.99 
WOMEN’S SHOE FIELD THERE IS ONLY ONE BIG BRAND: 
THE AMERICAN GIRL SHOE e A complete line 
— it’s easier to stock — more efficient to sell 
e Proven — high rate of turnover, well above national average 
e Proven — low rate of markdowns, 
well below national average 
e Altogether, it’s a profitmaking line. 
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UAW GIRL 2 
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288 A Street, Boston, Massachusetts. Div.: Consolidated National Shoe Corp. 
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WHITEST 
WHUTES® 


LAE VOR 


Washable 
KID, CABRETTA, 
CALF & KIP 
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SUMMER SUMMARY: 
weather bright, 


Smart Shoes WHITE/ 


This year’s sun followers 
appear to have several 
pairs of whites per capita 
... all-over white; white 
spiked with bright; white 
with pastel. 


It’s certain that when 
warm weather rolls north, 
the trend set by fashion- 
able women throughout 
the Florida season will 
have become a great white 
shoe vogue. 


LEVOR white leathers 
have impressive beauty. 
They’re dazzling white, 
washable, and dependable. 
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FLORSHEIM 


CAREFREE SHOES 


DESIGNED TO ADD 
CAREFREE COMFORT 


TO YOUR LEISURE HOURS 


THE FLORSHEIM SHOE COMPANY * 


Logical! That’s the word for Carefree 
shoes! They’re in tune with the times—in- 
spired by today’s way of living—designed 
to add carefree comfort to your leisure 
hours. And because they’re by Florsheim, 
you know they’re good! Well-built from 
fine calfskin. Made to hold their shape 
longer—and give you extra seasons of 
wear. This, too, is the “American Look’”’ 
—new shoes for the new American way 
of life! 


Illustrated: the CAREFREE, in soft calfskin 


Upper left, 63607; Desert Gold rubber sole blucher 
Upper right, 63605; Tan rubber sole blucher 
Center, 83601; Tobacco Brown mocc-front blucher 


CHICAGO 6 * MAKERS OF FINE SHOES FOR MEN AND WOMEN 


A DIVISION OF INTERNATIONAL SHOE COMPANY 
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Mr. NEOLITE says: 


“Practically every © 
NEOLITE Soles give 


Y 00d). WU 


Tur 


LOOK AT THIS 
POWERFUL SCHEDULE 
OF MARCH ADVERTISING 


.to boost sales of children’s shoes with NEOLITE! a/fias pe 








s ... March 23rd issue 
Ad on children’s shoes with NEOLITE ! 


... March issue 
Ad on children’s shoes with NEOLITE! 





GOODYEAR 1 -:: March 2nd 


Commercial on children’s 
THEATER = Bf hoes with NEOLITE! 


ee : = : : . TH : SS es 
Watch GOODYEAR THEATER on TV—every other Monday evening 


INEOLITE SOLES wis 
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mother knows— 
longer wear, greater value!” 








NO WONDER CHILDREN’S SHOES WITH NEOLITE 
HAVE SO MUCH GREATER SELLING POWER! 


There’s big news about shoes these days. 
And it’s the story of how NEOLITE is contin- 
uing to boost the sales of dozens of brands 
of children’s shoes. 


The simple fact is this: economy-minded, 
quality-conscious mothers know that 
NEOLITE Soles are the most famous in the 
world for long wear and top value. That’s 
why the name NEOLITE Is a sales clincher— 
when a mother sees it on shoe soles she knows 
at once she’s getting the best and most for 
her money. 


Yes, it’s a fact, not just a claim: many NEOLITE HELPS SHOES 


manufacturers have discovered that leading . Look better... 
brands of children’s shoes sell better than Walk better... 
ever when they’re soled with NEOLITE. —— 

Wear better... 


You can get all the details from your Good- 
year Representative. Or, if you prefer, write Helps them 
to Goodyear, Shoe Products Division, Akron \. SELL better, too! 


16, Ohio. be ° 


GOODFYEAR 


NEOLITE, AN ELASTOMER-RESIN BLEND, T.M.—THE GOODYEAR TIRE &@ RUBBER COMPANY, AKRON, OHIO 
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double your take G5) with made-to-match 
conorrut! wasnaster d : handbags 


FAST MOVING! RING-UP 
TWO SALES INSTEAD 











\ 


Me eS a COMPANION 
GAY CASUAL | DRAWSTRING HANDBAGS 
FOOT FASHIONS : 

. : retail at $298 


retail at ses *3°8 


Canvas casuals, every shoe with a matching 
bag, sell women and girls of all ages! 
% Fun-Shus Mean extra fit insurance! 


Made on the same lasts as leather shoes, 
they’re built to hug the foot. 


% Fun-Shus Mean extra comfort! 
Cushioned insoles add easy walking 
to flexible lightness. 


% Fun-Shus Mean extra style! 
New silhouettes, new details and colors 
make them fun to wear. 


%* Fun-Shus Mean extra variety! 
Popular low prices make it easy to choose 
a whole wardrobe. 


FUN-SHUS MEAN EXTRA VOLUME... WITH ADDED 
“DOUBLE SALES"' HANDBAG PROFIT! 


mocrs nnn tenes ncseasess | MN LR NALLONAL 


Divisions of C SHOE COMPANY 


Marla La 1gedl Shoe Mlanufactu rer 


ST. LOUIS. MISSOUR! - MANCHESTER. NEW HAMPSHIRE ATLANTA, GEORGIA 


Boot and Shoe Recorder 





WAKE UP AND SELL! 


<>, 


—“The day we stop getting better, that’s the day we 
stop being good.” 


—That was the opening salvo of a talk by Joseph E. 
Burger, Director of Public Relations for H. V. 
Nootbaar & Company . . . before the Sales Execu- 
tives Club. 


—He cited so many important facts .. . so many 
strong points about the successful selling ap- 
proach, we thought our readers would be inter- 
ested in some of them. 


—“The day we think we can coast along on our 
victories or sales earned in the past,” he said, “or 
think we can stop getting better and plateau at 
our present level, we don’t plateau at all. We 
start going backwards. 


—“Those of us who deal in quality services or qual- 
ity products already know there is really only one 
legitimate sales objection . . . ‘your price is too 
high.’ No matter how often we sell people on the 
idea that it’s more than worth the difference, we’ve 
got to keep right on selling them all the time. 
We've got a real selling job to do. 


—“There are three things you can do when you run 
into price competition: First, you could commit 
suicide or say ‘Brother, I guess I am in the wrong 
business.’ 

—“Second, you could be smart... real smart, like 
the guy who refused to be undersold, and cut your 
price in spite of your quality. But the first thing 
you know, you've sacrificed your profit and gone 
broke. 

—“The third thing you could—and should do—is 
wake up and start selling.” 

—We will continue with more of these quotes in 
our next issue. 


—Put them into your sales kit or manual. You 
never know when they may come in handy. 


[oem t 


ae 


Publisher 
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JUMP/NG-J4CKS 


We can't keep'em 
from GROWING 
but we can keep'em 


Your Customers 


FOR YOUNG LADS 
ON THE WAY GROWING JP! 


Black or Brown Moccasin 
Bristol Jr. sizes 3 to 6 
Bristol Sr. sizes 62 to 12 


Black or Brown Step-in 
Bristol Jr. sizes 3 to 6 
Bristol Sr. sizes 62 to 12 


Black or Brown 3-eyelet 

Bristol Jr. sizes 3 to 6 

Bristol Sr. sizes 6% to 12 

Black with white plug (seasonal) 


White or “Dirty” with crepe soles 
Bristol Jr. sizes 3 to 6 
Bristol Sr. sizes 62 to 10 


Black or Brown Grain with Crepe Soles 
Bristol Sr. sizes 6Y2 to 12 


VAISEY-BRISTOL SHOE CO. 
Monett, Mo. 
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a new name in footwear 
comes to America! 2m 


oak 


the new name already proved 
on 2,500,000 feet! 


nen £ 


the footwear with the 6-months 
Guarantee! No repair bills! 





There's never been a line of shoes like TUF .. . footwear that comes to America as a new name, 
but with positive proof of sales-appeal, proof of quality, proof of performance! From national 
advertising to local point-of-sale material, everything is being readied to introduce this overseas 


success story to your customers. Be sure to get the full TUF story .. . Get TUF for easy profits! 
Call — Write — Wire — Your Nearest Distributor! 
DUNHAM BROTHERS COMPANY KING BROTHERS B. ROSENBERG & SONS 
Brattleboro, Vermont SHOE COMPANY, INC. 215-225 Decatur Street 
Bristol, Tennessee New Orleans 16, Louisiana 
THE AINSWORTH SHOE CO. MODERN SHOE COMPANY SOLNIT/BUCKINGHAM & HECHT 
610 Monroe Street 12th & Washington Avenue 817 South Los Angeles Street 
Toledo 4, Ohio St. Louis 3, Missouri Los Angeles 14, California 


Moulded Footwear, Ltd., Boston 16, Massachusetts 
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\ COLETTE... 


War lily-white and just > ~~ 
4, ~ as lovely. With de- ‘ag 
Shy tachable strap. “~ ® 
s . Available in black sy j 
AY patent. 


PLAYN-TOE ... 
soft white elk for 
the little church- 
goers. Available in 
red and brown 
leather, too. 


PLAYN-TOE ... 
smart white buck 
for the young men 
in the family. Nice 
for summer, too. 
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A Promotion that gives you a 
SECOND Spring selling opportunity! 


meliexee) (ela 


page 
to appear 


in April 
GLAMOUR 
anresexevAlale 


LEATHER INOUSTRIES OF AMERmCA 


This year’s early Easter gives you an opportunity for what can be a 
highly profitable “SECOND Spring” season. 


To help pre-sell your “SECOND Spring” promotions, Leather Indus- 
tries of America will run a full-color page in the April issue of 
Glamour Magazine...featuring the bright exciting leather colors in 
the Spring-into-Summer shoes you already have in stock. 


Take advantage of this extended selling season by tying in with LIA’s 
““SECOND Spring’’ promotion. Write for free merchandising material. 


LEATHER INDUSTRIES OF AMERICA 
411 Fifth Avenue, New York 16, N.Y. 
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Naugatuck PARACRIL OZO 


Revolutionary new 

rubber sole material 

offers new shoe-selling 
possibilities 


New PARACRIL® OZO-the sole material that outwears all 
others 2 to |—has introduced a whole new concept of shoe-selling 
possibilities. 

Consider edress shoes that never need resoling ework shoes that 
are unharmed by oils, gasoline, most chemicals— more abrasion- 
resistant than ever before e sport shoes with extra thin soles that 
are close to weightless, yet wear as long as standard soles @ out- 
door shoes that wear as well on the roughest terrain as conven- 
tional soles on sidewalks e¢ slippers and moccasins with soles that 
are long wearing, yet so thin they can be nearly as flexible as the 
foot itself. 

All of these intriguing possibilities and many more, are based on 
the use-proven fact that soles and heels of PARACRIL OZO are 
far tougher than any have been before. Find out more about 
PARACRIL OZO and the shoe-selling extras this extraordinary new 
material offers you. 





Naugatuck Chemical Ts 


Division of United States Rubber Company Naugatuck, Connecticut 


Rubber Chemicals - Synthetic Rubber - Plastics - Agricultural Chemicals - Reclaimed Rubber - Latices - CANADA: Naugatuck Chemicals Division, Dominion Rubber Co., Ltd, Elmira, Ontario - CABLE: Rubexpert, N.Y. 
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by JOHN REILLY 


Editorial 





A Critical Period 


INCE January 19th, when President Eisenhower 
submitted his $77.1 billion budget to Congress, the 
word INFLATION has been very much in the news. 

Every day the press reports continuing debate by 
economists on whether real inflation is at hand or in 
the offing. The liberals in Congress continue to press for 
more spending and no new taxes. They insist that reduc- 
ing unemployment and stimulating “fuller economic 
growth” is more important than balancing the budget. 

This year, steel management and labor have gotten into 
the act. Both have bought newspaper advertising space 
and television time to promote their sides in the forth- 
coming wage negotiations. These are the negotiations 
which have, on several occasions, touched off inflationary 
spirals because of concessions and long-term escalator 
commitments made by management. 

President Eisenhower steadfastly continues to defend 
his budget. He insists that it must be balanced by re- 
ducing expenses and has asked for new taxes to produce 
a $100 million surplus. He considers the end of deficit 
financing to be a first step to stopping inflation. Re- 
straint by labor in its demands for wage increases not 
justified by comparable increases in productivity, and 
restraint on the part of business in passing along only 
actual increases in costs to the consumer, the President 
believes to be equally necessary if inflation is to be 
stopped. 

The American people have never accepted ceilings on 
wages and prices except during a wartime emergency. 
There is little likelihood that they will accept them short 
of runaway inflation. 

This means that the most readily available and prob- 
ably the most effective weapon the President has in his 
fight against inflation is a balanced budget. 

The President is sticking to his guns and has won a 
certain measure of success thus far in meeting the pres- 
sure of the opposition. If he is able to stave off at least 
the more radical demands of the free spenders until 
July 1st, when the budget becomes law, he will have 
won a creditable victory. 

Taxes too are very much in the news; more at the 
state and municipal than at the federal level. Governor 
Rockefeller’s plan to put the State of New York’s finances 
on a pay-as-you-go basis, increasing taxes and broaden- 
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ing the tax base, was greeted with the strongest kind 
of protest. This may be all to the good in the long run. 

Tax increases and broadening tax rolls have a devas- 
tating way of bringing home one painful fact of life to 
the indifferent taxpayer large or small. Suddenly he is 
made to realize that increasing services, continual borrow- 
ing to meet uncontrolled expenses and indiscriminate 
handouts must come out of his own pocket. 

There is already ample evidence of this growing realiza- 
tion by more and more Americans. Still more will be at 
hand as more taxpayers comprehend the whopping bite 
that proposed taxes will take out of their pocketbooks 
next year. 

With the bleak prospect of new and higher taxes staring 
them in the face, more taxpayers may take more active 
interest in government economy. 

Their protests may have a quick and sobering effect 
on the liberal wing in Congress. Some of the liberal 
leadership are showing restraint never expected of them 
in light of the landslide election last year. 

There is another important fact which, while recog- 
nized by some businessmen, is more difficult to demon- 
strate to the average taxpayer and consumer. When tax 
moneys are not spent for truly productive purposes by 
Government, those dollars which the consumer retains buy 
less when he takes them to the store. 

Then there is the other side to the wage-price coin. Wage 
increases and cost-of-living bonuses may help offset shrink- 
age in purchasing power for some folks. Millions of others 
suffer because they never do catch up with the inflationary 
spiral and consequently are deprived of their share of 
consumer goods. 

The merchant, hard-pressed by increasing federal, state 
and local taxes and by inflated costs of doing business will 
find little satisfaction in increased dollar volume when it is 
produced by the same or fewer unit sales. 

This is deterioration, not progress! 

The next few months will be a critical period for the 
Government, for the taxpaying consumer and for business 
large and small. For all of these, it is to be hoped, that 
the President will be able to withstand the pressures to 
which his budget will be subjected. If he does, it will be a 
great step toward the day when the spectre of inflation 
will finally be removed from the American economic scene. 
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the 


greatest step 
in 
25 YEARS 


Patented Construction... The Silent-Step Lift is of hard, extremely durable 

rubber compound. The lift is on a dowel and can be replaced easily, if 

necessary, by local Shoe Repair Shops. 

No Click-Clack Noise... No Jar... No Shock...No Sway... Silent comfort 

because of the soft but firm grip that Only a Rubber Formula can give. 

No Mar... No Dents...No hard composition or metal to mar or dent 

floors...no hard, sharp ragged edges to snag hose. 

Backed by National Advertising ...Silent-Step Lifts are being introduced 
@ to millions of women through Vogue, Harper’s Bazaar, Mademoiselle, 

Charm, Good Housekeeping, and other magazines. 


Developed and Manufactured by MISSOURI HEEL COMPANY, 4067 Folsom Avenue, St. Louis 10, Missouri 


tet Extensively Warehoused and Distributed by: famous for 
¢ AUBURN WOOD HEEL CO.— Auburn, Maine  GABRIEL-CENTURY WOOD HEEL CO.—882 Third, Brooklyn, N.Y. 


© CAMBRIDGE MFG. CO. — 120 Potter St., Cambridge, Moss. @ HANOVER HEEL CO. — Hanover, Pa. HEELS 
© CENTURY WOOD HEEL CO. — 151 Essex, Haverhill, Mass. © SOUTHERN HEEL CO. — Springfield, Tenn. Guerenteed in writing against breaking, 


h , bend he: under 
© CENTURY WOOD HEEL CO.— 1708 Tyler, El Monte, Colif. © (In Conedo) WILLIAM GLADSTONE CO.—988 De Bullion, Montreal unas 





antasia in eobiow... 
by BRISTOLITE! 


Unhibited by what boots have 
looked like, Bristolite’s designers 
were given carte blanche 

to create the “sixty series” 


results — fantasia in fashion! 


We took nylon — noted for wear 


and butter-softness to the touch, 
lined it with golden fleece-like 
fabric, and swirled it with 


mink-soft, man-made fur! 


Not content, Bristolite cleverly 
contrived a new closure . . Elas-X! 
Elastic cords with metallic flecks, 
hold boot snugly, yet when desired, 


slip on or off with effortless ease. 


For their prominent place, rubber 
and zipper too were given the 
foresighted fashion treatment! 
Get details today for more sales 


tomorrow — with Bristolite’s 


Sixty Series . . . fantasia in fashion! 


7 All styles in 
% ve \lisses and Women’s 
7" sizes — Black Nylon 


¢ 
v 
. & 
“ “ 
sé. ~\ . or Rubber, Grey trim 


See our complete line in 

Room No. 414, Statler Hotel 
Boston, Mass. 

March 30 to April 3, 1959 


BRISTOL MANUFACTURING CORPORATION 
BRISTOL, RHODE ISLAND 
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World's Most Complete Line 


| from the 
! World’s Largest Producer of 
Shoe Soling Materials 


— 


Za BILTRITE 


HEELS AND SOLES 


C 
AMERICAN BILTRITE RUBBER CO. ? a) 








THAT 
WELL-DRESSED 


In town or on the campus, the well-dressed 





man has an eye for fine leather...like Rueping's 
TOMAHAWK...a quality leather of gleaming 


smoothness and unmistakable richness. 





TOMAHAWK, selected by the Commonwealth 
Shoe and Leather Company, of Whitman, Mass., 
makers of world-famous Boston/ans, 


lends that well-dressed look in leather 


for every occasion! 


SHOES: Style No. 618 

Brandy Tan Brevitt 

Kenwood Last 

Custom Bootmaker Finish 
Commonwealth Shoe & Leather Co. 
Whitman, Massachusetts 


LEATHER: Rueping’s 
TOMAHAWK Color No. 70. 


FRED RUEPING LEATHER CO., FOND DU LAC, WISCONSIN, U.S.A. 
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Teamsters’ Next Target: The 


The powerful Teamsters Union 
has trained its sights on the foot- 
wear industry's more than 100,- 
000 unorganized workers. Shoe 
manufacturers fear the possible 
effect on costs and prices. Nine 
states are already on the union’s 
list of target areas. 


Reported from 
BOSTON and WASHINGTON 


THE huge and powerful Team- 
sters Union is reported ready to 
launch a major organizing assault 
on the shoe manufacturing indus- 
try. The Teamsters have set their 
sights on the more than 100,000 
unorganized shoe production em- 
ployees (about half of the total 
shoe industry labor force), with 
intent to bring them into the Team- 
sters organization. 

An increasing number of shoe 
manufacturers throughout the coun- 
try are expressing deep concern 
about the Teamsters’ organizing 
drive. BOOT AND SHOE RECORDER 
contacted more than a dozen manu- 
facturers. All requested that their 
names be withheld. But the com- 
ment of one was typical of almost 
all: 

“This can mean real trouble for 
the industry. The Teamsters can be 
very tough to deal with. And they 
hold trump cards—control over all 
the essential goods coming into a 


shoemaking plant, and the finished 
shoes going out. This kind of labor 
hand is hard to beat. If the Team- 
sters’ drive in this industry gathers 
momentum, we’ve got real worries 
ahead of us.” 


Target States Named 

Shoe industry target areas already 
on the Teamsters’ list are Maine, 
New Hampshire, Massachusetts, 
Ohio, Indiana, Missouri, Wisconsin, 
Pennsylvania and New York. Others 
will be added as the drive picks up 
speed. According to unconfirmed re- 
ports, the initial organizing will be 
on a “selective plant” basis in vari- 
ous areas. 

Among the plants where organiz- 
ing efforts by the Teamsters are re- 
ported to have already begun are 
Mutual Shoe Company and Diamond 
Shoe Company, Marlboro, Mass.; 
Knapp Shoe Company, Lewiston, 
Me.; Walker T. Dickerson, Colum- 
bus, O., and the Joyce division of 
U. S. Shoe Corporation, Cincin- 
nati, O. 

The Teamsters have avowed a 
“no raiding” policy in their organ- 
izing drive. Hence, plants already 
under contract to the United Shoe 
Workers, the Boot and Shoe Work- 
ers’ Union or the smaller shoe 
unions, will not likely be ap- 
proached by the Teamsters. But 
all others would be on the “eligible” 
list. 


Shoe Industry 


John English, secretary-treasurer 
of the Teamsters, said in Washing- 
ton that he is not in competition 
with the two unions already en- 
trenched in shoe manufacturing— 
the Boot and Shoe Workers and the 
United Shoe Workers, both AFL- 
CIO unions. 


The Boot and Shoe Workers 
claims about 40,000 members and 
the United Shoe Workers about 
51,000, according to their most re- 
cent annual reports. Adding these 
two together produces a total still 
way under the estimated 245,000 
workers in the shoe industry. It is 
this huge 145,000-plus group—not 
now members of any union—that 
the Teamsters seek to sign up. 

Mr. English told BooT AND SHOE 
RECORDER, “We intend to sign up at 
least as many as the other two 
unions.” 

“We are out to sign up every 
group we can,” he declared. “We 
believe the shoe industry is an area 
that needs to be organized, and we 
intend to organize it.” 

Mr. English denied that his union 
intends to try raiding either of the 
AFL-CIO unions. “This is entirely 
a case of organizing the unorgan- 
ized,”’ he declared. 

The Teamsters’ long-range goal 
in this industry is 100,000 new 
members, Mr. English said. 

(CONTINUED ON NEXT PAGE) 





One of Their Leaders Tells: 
How the Teamsters Plan to Operate in Their Organizing Drive 


In a RECORDER interview, the 
head organizer in New England 
discusses his union’s planned tac- 
tics. Teamsters, he says, consider 


this industry a “major target.” 


By WILLIAM A. ROSSI 


BOSTON—“Let’s make no bones 
about it—The Teamsters are out to 
organize the entire shoe manufac- 
turing industry.” 

So stated Stephen Pronicki, Team- 
sters Union official in charge of or- 
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ganizing the shoe workers in the 
New England area. Mr. Pronicki, 
a former shoe worker in the St. 
Louis and Brockton areas (his fa- 
ther and uncle were also shoe work- 
ers), has been with the Teamsters 
Union since 1926, and has recently 
been assigned to head the organiz- 
ing drive through New England. 

In an exclusive interview, Mr. 
Pronicki told BooT AND SHOE RE- 
CORDER, “The shoe industry is now 
on the Teamsters’ organizing list 
as a major target.” He said that in 


recent weeks the shoe industry or- 
ganizing program has been “in 
preparation,” but that it is now 
about “ready to move into high 
gear.” 

“This won’t be any localized or 
regional drive,” said Mr. Pronicki. 
“While it’s starting in certain se- 
lected areas, it will gradually 
spread until it covers all important 
shoe manufacturing areas through- 
out the country.” 

He cited most of the shoe-produc- 

(CONTINUED ON NEXT PAGE) 
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How Teamsters Will Operate in Shoe Field 


(CONTINUED FROM PAGE 21) 
ing states as current or prospective 
targets: Maine, New Hampshire, 
Massachusetts, New York, Pennsyl- 
vania, Missouri, Wisconsin, Ohio, 
Indiana and so forth. 

“The Teamsters’ organizing ma- 
chine is already set up, or is being 
set up, in these territories,” he 
said. 

Mr. Pronicki cited activities and 
plans in his own territory. In Mas- 
sachusetts, for example, he stated 
that Brockton, Webster, Middle- 
boro, Worcester, Haverhill, Lynn, 
Hudson, Lawrence, Lowell, Marl- 
boro, New Bedfore and other shoe- 
producing centers “defiritcly” are 
on the Teamsters’ organizing list. 
Within a few weeks, he added, Bos- 
ton will also get attention. 


Success in Marlboro 


“In one shoe town (Marlboro, 
Mass.) we already have enough 
cards signed by shoe workers to call 
for an election in two plants there. 
But we're waiting until we sign up 
enough cards in all the shoe plants 
there to make a clean sweep of the 
whole town. The Teamsters prefer 
to operate in this way. We’re get- 
ting cards signed not only in the 
factories but in the workers’ homes. 
A growing number of workers are 
helping us in this way. Our own 
Teamster members bringing goods 
in and out of the shoe plants, are 
also giving us a healthy assistance 
in these efforts,” said Mr. Pronicki. 

He added that Marlboro had been 
selected as a “test town” because 
several of the factories were unor- 
ganized or “had only company 
unions that don’t and can’t serve 
the best interests of the workers.” 

Mr. Pronicki said the Teamsters 
intend to “keep hands off where 
we think the established shoe union 
is doing a good job for the worker, 
but where they aren’t we’ll tackle 
the plant in the same way as we 
will an unorganized plant.” He said 
that plants having company unions 
would be regarded the same as un- 
organized plants. 

“In the case of several organized 
plants,” said Mr. Pronicki, “the 
Teamsters have been asked by the 
workers to come in and bid for an 
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election against the established union 
because they feel that their own 
union isn’t doing the job and that we 
can.” 

Mr. Pronicki mentioned reports 
that in the Marlboro area some man- 
ufacturers were secretly handing 
out their employee lists to an estab- 
lished shoe union to give the latter 
an opportunity to better organize 
against the Teamsters. “This tactic 
will get them nowhere. We’ve been 
up against all the tricks and know 
how to handle them.” 

He added that the “common prac- 
tice” of shoe manufacturers to 
threaten closing down and moving 
out of town, when pressured by wage 
demands or strikes, “absolutely won’t 
work in the case of the Teamsters. 
We are a national union, and if a 
manufacturer moves to Alaska he 
can expect to find a Teamster organ- 
izer waiting on his doorstep.” 

What’s the reason for the Team- 
sters’ moving in on the shoe indus- 
try? 

To this question Mr. Pronicki re- 
plied, ‘We didn’t take the initiative 
on this. We are in the shoe indus- 
try now because we’ve been getting 
so many inquiries and requests from 
shoe workers to come in and help 
them — to organize them. That’s 
why we’re here—and to stay.” 


‘Will Help Regular Unions’ 


On this point Mr. Pronicki added, 
“If the Teamsters succeed in getting 


a better deal for the shoe work- 
ers they organize, it will help the 
regular shoe unions as well. We in- 
tend to set better wage and fringe 
benefit patterns, and this will help 
lift the scales for all shoe workers.” 

Do the Teamsters have any wage 
pattern in mind for the shoe work- 
ers? Said Mr. Pronicki, “The shoe 
worker, relative to living standards 
and wage scales of many other in- 
dustries, is little better off than he 
was many years ago. We intend to 
change this. The shoe worker’s av- 
erage wage today is only $1.55 an 
hour, as against $2.17 for all manu- 
facturing combined. Our aim is 
to lift the shoe worker’s wages up 
to the national average for all manu- 
facturing—and we intend to do this 
within the next three or four years.” 


Teamsters Prepare 
Shoe Organizing Drive 
(CONTINUED FROM PAGE 23) 


The Teamsters are said to be 
holding out attractive bait in their 
organizing program. Their pension 
retirement plan holds special ap- 
peal for many of the older workers 
in shoe plants. Further, it’s re- 
ported that the Teamsters are mak- 
ing strong play on the “low wage 
scale” in shoe factories (national 
average of $1.55, as against $2.17 
for all manufacturing combined— 
and well over this for truckers). 

As one shoe manufacturer con- 
fided in an interview, “This could 
raise havoc with costs and prices in 
the industry. A sudden quarter 
wage boost means at least a dollar 
on the shoe price at retail. The first 
shoe plants to get such a boost 
would be placed in a perilous com- 
petitive position. It might well 
force some of them out of business 
altogether. Unless such extreme in- 
creases were on an industry-wide 
scale, the result could be ruinous 
for those carrying the burden.” 

The International Brotherhood of 
Teamsters, headed by the much- 
publicized James Hoffa, is the 
largest single labor union in the 
country, with a membership of 1,- 
800,000 and a treasury reported at 
around $50 million. It is now an 
independent, ousted from the AFL- 
CIO two years ago. 


BSWU Won't Interfere 

John J. Mara, president of the 
Boot and Shoe Workers’ Union, 
AFL-CIO, said when contacted, 
“Ours is going to be a hands-off pol- 
icy. The Teamsters, or any other 
union for that matter, is technically 
eligible to organize unorganized 
plants. I think it’s obvious that the 
Teamsters see the shoe workers as 
an excellent prospect because of the 
low wage scale and the 100,000 of 
them unorganized. 

“We don’t intend to get into any 
competitive organizing hassle with 
the Teamsters at unorganized 
plants. We intend to simply con- 
tinue our own organizing program 
as before. But it does seem to me 
that the shoe plants that are ap- 
proached by the Teamsters are go- 
ing to be in for a tougher battle 
than they’ve ever experienced.” 
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Mr. Mara added, “In the long run 
this could prove a healthy thing for 
the industry as a whole. When the 
great majority of the industry’s 
shoe production employees is or- 
ganized, we can then reduce or 
eliminate the many _ inequitable 
wage scales now dominant in the 
industry. This will remove wages 
as the competitive factor among 
shoe manufacturers. A better-bal- 
anced national wage scale, possible 
only when the great majority of 
shoe workers and plants are organ- 
ized, will prove beneficial to all 
manufacturers and the industry as 
a whole.” 


‘We'll Compete’: Jankowsky 

John Jankowsky, general presi- 
dent of the Brotherhood of Shoe & 
Allied Craftsmen, the 8000-member 
union dominating the Brockton, 
Mass., area, stated, ‘““‘The Teamsters 
should leave the shoe industry 
alone. If they attempt to organize 
in our area, we’ll definitely compete 
against them in any plant they try 
to organize. ... 

“Being human, the shoe worker 
is out to make the best possible deal 
for himself. The Teamsters have 
an attractive pension retirement 
plan. They’ll promise to shoot for 
and deliver substantial wage in- 
creases. And the Teamsters have 
the power to back up their members. 
A lot of shoe workers, and espe- 
cially the unorganized, may be 
strongly attracted by these things. 
And a lot of manufacturers, who 
have for years fought off the legiti- 
mate shoe unions, will find them- 
selves sleeping in the same bed with 
the Teamsters, like it or not.” 

The National Shoe Manufacturers 
Association has issued a bulletin to 
its members, alerting them to initial 
Teamster organizing activities in 
the shoe industry. 


Paul Vonckx Resigns as VP 
Of Compo Shoe Machinery 


BOSTON—Paul N. Vonckx has 
resigned as vice-president in charge 
of sales and service for Compo Shoe 
Machinery Corporation, Waltham. 

With the exception of a few years, 
Mr. Vonckx has spent his entire 
business life in the shoe machinery 
field. 

Mr. Vonckx could not be reached 
for comment on his future plans. 
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Protests Cool Interest in Label Law 


After hearing shoemen’s objec- 
tions to labeling legislation, some 
Congressmen now actively op- 
pose the idea. Rep. Porter 
claimed the support of two pro- 
ducers, but the companies—Han- 
over and Dr. Posner—strongly 
denied the allegation. 


WASHINGTON, D. C.—Strong 
protests from the footwear trade 
against labeling have slowed Con- 
gressional demand for a federal foot- 
wear labeling law. 

Until recently, a new federal law 
requiring labeling of all footwear 
sold at retail was a strong contender 
for enactment this year. Today the 
picture has changed radically. Con- 
gressmen of both parties, sensitive 
to widespread opposition from the 
trade against labeling law, have no- 
ticeably cooled off and in some cases 
are now outspokenly opposed to la- 
beling. 

Sen. Richard L. Neuberger (Ore- 
gon Democrat), who formerly ex- 
pressed sympathy in the Senate for 
a labeling law, has changed his mind 
and has decided against sponsoring 
labeling legislation at this time. It 
is no exaggeration to say that Sen. 
Neuberger’s switch of his stand on 
labeling is directly traceable to the 
protests of an aroused footwear 
trade. 


Porter Hits Press 


On the House side of the Capitol, 
Rep. Charles O. Porter (Oregon 
Democrat), is running short of tem- 
per on the subject of labeling. Cha- 
grined over a lack of popular demand 
for a shoe labeling law, Mr. Porter 
has angrily denounced “trade associ- 
ations and papers” for failure of the 
trade and the public to rally behind 
him in his drive for shoe labeling. 

Earlier, a political attempt to 
crack the shoe industry’s united front 
against compulsory labeling ended 
in failure. Rep. Porter, the leading 
spokesman in Congress for shoe la- 
beling, claimed late in February that 
two footwear maufacturers—Han- 
over and Dr. Posner—favored a la- 
beling law. 

This claim de- 


was promptly 


nounced as completely false by the 
two firms. 

On January 19, Mr. Porter visited 
the shoe factories of Hanover, at 
Hanover, Pa., and Dr. Posner, at 
New Oxford, Pa. He conferred with 
Archibald Mudge, vice-president of 
The Hanover Shoe, Inc., and with 
Herbert Posner, president of Dr. 
Posner Shoe Company, Inc. 

Nearly five weeks later, on Feb- 
ruary 26, Mr. Porter issued a writ- 
ten statement to BOOT AND SHOE 
RECORDER and other trade papers in 
which he stated that it is ‘the view 
of both plant operators” (Hanover 
and Dr. Posner) that “shoe labeling 
should become law,” and that it 
could be “done intelligently.” 

Management for both plants de- 
nied flatly that it said any such 
thing, either directly or indirectly. 


‘Wholly Erroneous 


Mr. Mudge told the RECORDER that 
Mr. Porter’s statement is wholly 
erroneous. 

“T have explained carefully to Mr. 
Porter why labeling would be futile 
and unnecessary,” Mr. Mudge said. 

Mr. Posner said he was astounded 
by the Porter claim. 

“It’s absolutely not so,” Mr. 
Posner told BOOT AND SHOE RE- 
CORDER. ‘We have outlined in detail 
to Mr. Porter why labeling cannot 
help the consumer.” 

These denials, in turn, brought 
forth the following testy complaint 
from Rep. Porter: 

“Perhaps Richard Livingston (of 
Dr. Posner) was too polite, because 
my impression after his courteous 
and coinplete briefing was that he 
was not opposed to intelligent shoe 
labeling. As for Mr. Mudge (Han- 
over), who was also very kind, he 
apparently forgets his statement to 
me that ‘intelligent’ shoe labeling 
would be acceptable. 

“TI recall his statement very well, 
because it surprised me. I expected 
outright opposition. I am amused by 
the vehemence of much cf the opposi- 
tion stirred up by various trade as- 
sociations and papers. In due course 
the distortions and misrepresenta- 
tions will be pointed out.” 
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New Name, New Developments: 


Genesco Claims Leather with ‘Built-In Shine’ 


NASHVILLE, TENN.—It’s offi- 
cial now. General Shoe Corporation 
has formally become Genesco. 

But stockholders’ approval of the 
name change was almost overshad- 
owed at the company’s annual 
meeting by announcement of a bat- 
tery of new products being devel- 
oped by the Genesco research staff. 
These included: 

© A chemically-treated leather, 
particularly for men’s shoes, which 
is intended to eliminate completely 
the need for polishing. According 
to Board Chairman W. Maxey Jar- 
man, who told of the developments, 
the leather need only be wiped with 
a cloth to restore original luster. As 
he put it, there’s “a built-in shine.” 
No production date has been set as 
yet. 

© Plastic shoes, now in experi- 
mental production, which Mr. Jar- 
man said cost less than the cheap- 
est Japanese import. Tested on chil- 
dren, they “showed practically no 
wear after five months’ hard 
usage,” he reported. 

® A synthetic rubber treatment 
for leather soles, which is said to 
give longer wear and permit the 
use of thinner soles for lighter 
weight but sturdier shoes. This is 
in limited use, according to Mr. 
Jarman. 

© A vulcanizing process for 
leather shoes ‘“‘making for better 
fit and also sealing uppers to soles 
in a manner that makes them 
waterproof.”’ Already this is in full 
production for work shoes. 


Sales, Earnings Up 

Also highlighting the company’s 
35th annual meeting early this 
month was a report of gains in 
sales and earnings. President Ben 
H. Willingham said corporate sales 
for the three months ended January 
31 had shown a 14 per cent gain 
over the corresponding period a 
year before. Earnings, meanwhile, 
jumped 27 per cent. 

“This figures out to be 53 cents 
per share on our common stock or 
33 per cent higher earnings per 
share than last year,” Mr. Willing- 
ham declared. 
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Sales in the recent quarter to- 
taled $62,553,000 as compared with 
$54,929,000 in 1958. Net earnings 
were $1,591,000 as against $1,- 
255,000. 

By year’s end, Mr. Jarman told 
shareholders, Genesco’s total vol- 
ume may approach $285 million. 
The corporation, whose business 
ranges from shoes into such fields 
as chemicals, flat silver and per- 
fume, reported total volume in ex- 
cess of $260 million last year. 

“We will have between 50 and 60 
new retail operations during 1959,” 
said Mr. Jarman. ‘We expect to be 
manufacturing men’s clothing to fit 
into our retail picture. In addition 
both the Berland and Bell Brothers 
divisions will shortly open stores to 
test ‘roadside retailing.’” These 
stores sell shoes for the family. 

Acquisition Likely 

After the stockholders’ meeting, 
Mr. Jarman said no exact plans had 
been made to enter the field of 


men’s clothing manufacturing. He 
added, however, that the action 





Texas Retailer Is Winner 


In ‘Brand Names’ Contest 


NEW YORK—Cardinal’s of Cor- 
pus Christi, Tex., has been named 
the 1958 “Brand Name Retailer-of- 
the-Year” winner in the shoe stores 
category. The list of winners was 
announced by Henry E. Abt, presi- 
dent of Brand Names Foundation, 
Inc., which sponsors the annual 
competition in 26 retail classifica- 
tions. 

Four other shoe retailers were 
cited for outstanding brand promo- 
tional activities and will receive 
certificates of distinction. They 
were: Sholem’s in Champaign, 
Champaign, Ill. (recipient of a cer- 
tificate for 1957); Steve’s Shoes, 
Inc., Kansas City, Mo.; Flippen’s 
Junior Boot Shop, Sandusky, O., and 
Marco Shoes, South Miami, Fla. 

Winners will receive their awards 
during a dinner in the Waldorf-As- 
toria, Wednesday, April 15. 

The panel of judges consisted of 
the top-place winners in each cate- 
gory of last year’s competition. 


would probably come via an acqui- 
sition. 

Already Genesco conducts opera- 
tions in 39 foreign countries. Ac- 
cording to Chairman Jarman, the 
company is considering an expan- 
sion in England, France and Italy 
“to permit profitable operations for 
Genesco in the face of tariff laws 
that offer a favorable climate to 
shoe imports.” 

Another objective of the renamed 
company — special emphasis on the 
manufacture of children’s shoes—has 
shown “excellent results,’ Mr. Jar- 
man said. The company expects to 
capture “a major share of this 
steadily growing market in the 
months ahead,” he declared. 

The name change to Genesco, of- 
ficials explained, reflects “a desire 
to provide a more encompassing iden- 
tification to our diversified and ever- 
growing operations.” 


New England Superintendents 
To Install Cohen as President 


BOSTON—March 21 is the date 
of the annual general meeting of 
the New England Shoe Foremen 
and Superintendents’ Association. 
The gathering will be at the Hotel 
Statler Hilton. 

Feature of the meeting will be the 
installation as president of William 
Cohen, who since 1957 has been 
committee chairman in charge of 
the association’s yearbook drive. 
The meeting will conclude with a 
talk by Morton Bromfield, Boston 
industrial engineer. 


© Obituary 


Theodore Simons, Official 
Of Weyenberg Shoe Mfg. 


MILWAUKEE — Theodore R. Si- 
mons, 65, vice-president of the 
Weyenberg Shoe Manufacturing 
Company here, collapsed and died 
March 5 as he finished lunch at a 
club. 

Mr. Simons, who had joined Wey- 
enberg as an office boy in 1910, was 
an executive of the company for 
some 30 years. He was also a vice- 
president of both the Simplex Shoe 
Manufacturing Company and Manu- 
facturers’ Chemical Company, Mil- 
waukee firms. 

Survivors include his wife, Lu- 
cille; a son, Donald M.; a daughter, 
Mrs. Russell Bach, and a brother, 
Joseph. 
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CLASSIEST 
LIGHTWEIGHTS 


of them all— 


BLACK, SOFT GRAIN CALFSKIN 
BROWN #1827 


Never has the move to shed weight been more 
smoothly and smartly accomplished than in 
these Stetson “lehtfoot” models. There is not an 
excess ounce to be found in them. Yet the cus- 
tom look of fine craftsmanship characteristic of 
Stetson shoes Is as strongly in evidence as ever. 


Fashioned to the mode of the minute these are 
THE SHOE THAT MEN 


LOOK UP TO.... like no other 


100 STYLES IN STOCK RETAILING FROM $21.95 TO $65.00 


BROWN. SOFT GRAIN CALFSKIN AL 


shoes a man may enjoy with great pride while 
he glories in new found style and freedom afoot. 
Unlined in the forepart, with extra flexible, 


lightweight leather soles. 


This is the “spice” you need to sharpen up 
spring and summer selling. Get that order in 
NOW. These are In-Stock in quantity — delivery 
without delay! The Srerson Suor Company, INc., 


South Weymouth 90. Massachusetts. 





SPANISH MOSS G51 


THE NEW FULL GRAIN, 
WAX FINISH LEATHER 





FOR THAT SOFT, SOFT 
CONTINENTAL TOUCH 


IN LEATHER 


COLONIAL TANNING CO., INC., BOSTON 11, MASS. &) 





hildren... 


Many patterns, 
many colors, 
all sizes! 


Cash in on this 
exciting new Utrilon line 


Make your store AMIGOS headquarters 
... they're a sure bet for extra volume and 
profit! The century’s most sensational foot- 
wear advance, AMIGOS are backed by a 
complete advertising and promotional pro- 
gram. International Shoe salesmen now 
have samples; see for yourself why they’re 
the biggest news in the business. 


Be first in your town 
with AMIGOS by UTRILON 


*K Formerly known 
as FLEETS 
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ERYBODY wants ‘em! 


REVOLUTIONARY MOULDED FOOTWEAR 
Made in a single piece, priced for the mass market! 


WOMEN’S JUVENILE MEN'S 
Patterns $943, 438 Patterns $ 98 Patterns 4938 ., 5498 


to retail at 


to retai/ at to retai/ at 


Amazing array of customer 
benefits will sell, sell, sell! 


WASH ’N WEAR! Boil them, sterilize them, 

they hold their shape and color indefinitely! 
Sanitized and sealed in polyethylene bags! 
No rubber! Cool, comfortable, lightweight! 
Foot-conforming shape, with non-slip bottoms! 
One-piece mould! No separation between upper and sole! 
No repairs needed! No tears or breaking! 
Resistant to oil, mild acids, alkalis! Permanent shine! 


Exclusively distributed in the United States by 
ROBERTS, JOHNSON & RAND 
PETERS 

FRIEDMAN-SHELBY Divisions of 


St. Louis, Mo. 
© Manchester, N. H. 
Atlanta, Ga. 


A, Z bo PLA la ew Shee oO La Vanufacla 2€2 








V-EN-ESE py Paradise... 
the delicate pump slimmed down 
and forward to pointed throat and pointed toe; 23/8 heel. 
Fashioned in HUBSCHMAN’S CALF 


#345 Red Rose...and other Hubschman colours 
... by Brauer Bros. Shoe Company, 
St. Louis 8, Missouri 


F HUBSCHMAN & SONS DIVISION OF GERA CORPORATION, PHILADELPHIA 23 
. FASHION OFFICE: EMPIRE STATE BUILDING, NEW YORK 1 
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® Pressure for a shoe labeling law has finally begun to drop 
as a result of the wide publicity given Porter Bill. 


® Internal Revenue may increase expense allow- 
anee for retail buyers in New York City from 
$15 to $20 per day. 


® Outlawing discount houses on a national basis 
is again being pushed in Senate and House with 
fair trade laws. 


Baker Reporting from WASHINGTO 





@ 





e Pressure for a shoe labeling law has slowed down considerably in recent 
weeks. Many members of the Senate and the House who were favorably 
disposed toward a national labeling law have cooled off and are now opposing 
attempts to force labeling on the footwear trade. 

Labeling still remains a threat, however. Plans to enact a labeling law 
are very much alive in both the Senate and House. The issue is by no means 
dead. And keep in mind that all bills pending in the Congress this year are 
automatically carried over into the 1960 sessions of the Senate and_ the 
House. The opportunities to “slip something over,” either this year or next, 
are plentiful. 

But there is now no doubt that the protests from the footwear trade— 
from manufacturers as well as retailers—have had a lot to do with the cooling- 
off of interest in labeling among congressmen. 

Rep. Charles O. Porter (Oregon Democrat), the leading spokesman in 
the House for a labeling law and author of a bill (H.R. 1320) requiring 
labeling of all shoes sold at retail, admits that he has received “many calls 
and letters” from his colleagues in opposition to his bill. These calls and 
letters, it should be pointed out, are a direct result of the widespread pub- 
licity given the Porter bill by the Boor anp SHOE ReEcorRDER and _ other 
trade publications and trade associations. 

Mr. Porter declares, however, that he intends to keep pushing his fight 
for a labeling law. 


e The Internal Revenue Service, which has been insisting all along that 
a retail buyer can get along on $15 a day in New York (or any other major 
market), is thinking about upping this limit to $20 per day. 

The National Retail Merchants Association showed the IRS a sample of 
expense receipts piled up by retail buyers in New York to show that the 
$15-per-day figure is unrealistic. Buyers must pay hotel bills that alone 
: average $12, the NRMA explained, and in addition they must pay for meals, 
taxicabs, bus, subway, plus incidentals. NRMA wants the ceiling set at $25 
per day, but $20 looks like the best compromise that can be wrung out of 
the IRS at this time. 


e There’s new talk in the U. S. Senate of outlawing discount houses. 
Senators Humphrey, D., Minn., and Proxmire, D., Wis., are now self-appointed 
leaders in a drive to bring back so-called fair-trade pricing on a_ national 
basis. (A new federal fair trade law would bar any merchant from selling 
his goods below the retail price set by the manufacturer.) 

Similar legislation is pending in the House of Representatives. There. 
Rep. Harris, D., Ark., chairman of the House Commerce Committee, is spon- 
soring a bill to accomplish the same purpose. 

Fair trade laws have run into much legal trouble in recent years. A 
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@ Supreme Court decision upholding right of 
states to tax out-of-state corporations indicates 
new taxes and double taxation of profits. 


Rep ort from @ New significant trends in population statistics 


WASHINGTON [5 c= 





long list of court decisions, coming from the U. S. Supreme Court as well s 
as from state and federal courts, has held fair trade agreements to be in 
violation of the U. S. Constitution. 

Knocking out discount prices won’t be easy. A tough battle lies ahead. 
And, even if the Congress and the President agree to make retail discounts 
illegal, there’s always the threat that the courts will step in and declare such 
a law unconstitutional. 


e Higher tax bills are in store for many corporations—retail, wholesale 
and manufacturing—which do business in more than one state. 

A recent U. S. Supreme Court decision upholding the right of the states 
to tax the income of out-of-state corporations on sales made in each state 
is expected by tax experts to result in higher taxes for such firms through new 
tax levies and double taxation of profits. 

Some 35 states now tax corporate profits. In many cases, they have 
attempted to tax profits of out-of-state corporations, but their right to do 
so was clouded until the high court ruled. The ruling is a broad one, and 
apparently upholds the right of states to tax profits of out-of-state corporations 
on almost any basis. 

Tax attorneys expect the courts in the next few years to set up some 
guidelines on just how far the states may go. But these will come only as 
firms appeal tax levies. 

The problem of higher taxes through new state taxes and through double 
taxation by conflicting state laws was recognized by the high court. Justice 
Clark, speaking for the majority of the court, noted the possibility of double 
taxation, but added that this problem was not before the court for a solution. 

The court also noted that its decision “will stimulate, if not compel” 
states which do not have a formula of apportioning interstate and intrastate 
corporate income to do so. 

Under the ruling, state laws which assess a tax on a corporation for 
profits made within that state, whether it is on the basis of outside salesmen, 
orders received from or shipped to a state, or on any other “fair” basis, 
are upheld. 

For retailers, mail order and door-to-door sales and chain store profits 
are probably the foremost target of the ruling. 


e To help gauge tomorrow's markets, note these significant trends newly 
reported by the U. S. Census Bureau: 

There is a tremendous rate of increase under way in the number of 
children of elementary school age and in the high-school age bracket. 

The very young and the very old are rapidly growing in numbers. 

The college-age population, after a brief downtrend, again is gaining 
in numbers. 

Working adults (18 to 64) are increasing by about 5.5 million a year, 
which is the slowest rate of growth of all age groups. 

There are now 98 males for every 100 females. 

The non white population is increasing about twice as fast as the white 
population. (CONTINUED ON PAGE 61) 
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...ff pays to sell Acme: 

Yéu can depend on Acme’s unequaled bootmaking skill, their 
advertising, merchandising and marketing know-how to main- 
tain leadership for Acme dealers. For sales that grow, for 


customers that repeat, and for profits that really count 
up ... you can bet your boots on Acme! 
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in today’s 

comfortable 
practical 
colorful 
way of living 
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See you at er Trade Show Bu \ding 
d Room 430, New 7 
A ACME BOOT COMPANY, INC. 
: Clarksville, Tennessee 
£ WORLD'S LARGEST BOOTMAKERS 
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YCOLAE 


THE TOUGH, HARD ABS PLASTIC 


CYCOLAC’s amazing properties make it in- 
finitely superior to traditional shoe heel ma- 
terials... serviceable over a wide temperature 
range. 

CYCOLAC’s outstanding toughness and abil- 
ity to “take-it” have been proven through 
constant wear. 


CYCOLAC’s exceptional quality practically 
eliminates returns. 


CYCOLAC’s light weight offers more heels 
per pound .. . usable with all conventional 
shoe forming equipment. 


CYCOLAC’s low cost will surprise you. 


from BORG-WARNER 


Now—in less than a _ year—there’s 
twice as much proof that Cycolac is 
not only rigid . . . but extra tough as 
well! More than two million high heels 
molded of Cycolac have demonstrated 
its astounding ability to stand-up under 
daily wear. Reports from manufactur- 
ers and molders continue to show re- 
turns at an all-time low! 


Looking for ways to cut manufacturing 
costs and maintain the quality and 
reputation of your shoes? Look into 
Cycolac now! 


WRITE FOR DETAILED INFORMATION TODAY! 


PACESETTER iN 


Marbon 
CHEMICAL 





SYNTHETIC RESINS 


DIVISION OF BORG WARNER 
Washington, W. Va. 
also represented by: 


WEST COAST: Harwick Standard Chemical Co., Los Angeles, Cal. 
CANADA: Dillons Chemical Co. itd., Montreal & Toronto 
EXPORT: British Anchor Chemical Corp., New York 
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Pr The most sensational innovation in bowling 
; e since the installation of automatic pin setters is 
Flip to Open i pa et eae sep 
# the all new Billy Sixty STRI-KING Bowler. 
Snap to Close Ps Months of cooperative efforts on the part of 
ay ° designers, suppliers and manufacturer have 


gone into the development of this popular 
priced, superior bowling shoe. 
Exasperating shoe laces are gone for- 
ever... TALON SHU-LOK FAS- 
TTENERS take over here . . . and with 
their excellent adjustable feature assure a 
quick comfortable fit, plus a neat, stream- 
lined appearance. Special leathers have 
been selected for lightness and 


softness with regard to neces- 


sary durability . . . and the 
STRI-KING Bowler is 
Wi: nail-less construction. 


STRI-KINGS are avail- 
able for men and women in 
a complete line of styles, colors 


° and leathers proven most popular by actual 


ofe Destined to OBSOLETE 


all other types! relations and sale promotion program is under 


way with practical endorsements from the 


bowler survey. 


An extensive, hard hitting advertising, public 


nations leading bowlers. 


One of the most respected names in bowling is BILLY 
SIXTY ... nationally syndicated columnist and author 
of many helpful books, articles and instruction pam- 


phlets for bowlers. 


Comolele Lire Realy 
for Advance SHowidg / 


GREAT LAKES SHOE CO., Inc. 
OCONTO, WISCONSIN 


Because Billy Sixty’s advice and counsel in the de- 
sign and evolution of this shoe has been most helpful, 
and because his name has always been identified with 
the ‘“‘best in bowling”, it is only fitting that the 
finest in bowling shoes should be called the Billy 
Sixty STRI-KING. 
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3 official industry-wide fall promotions! 


Get the ful story only at PPG CA 





FOR WOMEN— 





FOR MEN— 
Brown touched with Black. 


To be featured in Esquire 


New Shapes in Brown. 
To be featured in Vogue. 





Fall ’59 will make shoe industry history as manufac- 
turers and retailers go all-out on industry promotions 
and nation-wide publicity sponsored by the National 
Shoe Institute. 


The Popular Price Shoe Show of America now adds to 
its long and valuable list of services, becomes the kick- 
off for the promotional age in shoes. 





FOR CHILDREN— 
Boots! Boots! Boots! 


To be featured in Parent’s Magazine. 


Every alert retailer will use PPSSA to check every alert 
resource on how these themes will be featured, how 
advertising will be planned and merchandising aids 
provided. 

7 . * 


Now is the time to reserve exhibit space. Applications 
at PPSSA, 210 Lincoln Street, Boston 11, Mass. 


PPSSA atways at your service MAY 3-7,1959 
Hotels New Yorker and Sheraton-McAlpin and the New York Trade Show Building 


Sponsored and operated by New England Shoe and Leather Association and National Association of Shoe Chain Stores 
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NOCONA “CLIPPER” 
Easy on. . . easy off. Kid 8-inch top, steer- 
hide vamp. Plain dress toe, shoe heel with 
rubber tap. Style No. X-100 is brown; No. 
X-200 is black. Styie No. 101 is made of 
tan Piute leather. Especially tanned for com- 
fort. 











“ROPER” 


Top and vamp made of steer-hide leather. 
Has 10-inch top with green beading around 
top and green stitching. Has plain toe on 
shoe last, shoe heel with rubber tap. No. 
181 is brown; No. 182 is black. 


NOCONA 


NOCONA “TORNADO” 
Has 12-inch California scallop style top of 
kip leather. Pull straps are slit through the 
side. Has plain round toe, 11/)-inch heel with 
rubber tap. No. 183 is tan; No. 184 is black; 
No. 187 is natural retan rough-side-out. 
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NOCONA “BIG LOOP” 


Made of exceptionally soft cowhide Piute 
leather. Has 10-inch top, plain toe, shoe heel 
with rubber tap. Style No. 180 is tan. 


Slip into NOCONAS and - 
you’re ready for the open air 
. for hunting, fishing, boat- 
ing, hiking, mowing grass, 
farming, or ‘‘come what 
may”. They’re low enough in 
cost that a fellow can have 
several of these different 
Wellington styles. Each is 
made to the high standards 
of famous NOCONA BOOT 
quality ... each is fully lined , 
with glove-soft leather for - - 4 
real foot comfort. tg 


It Costs So Little More 
To Wear The Finest 


2 a o 
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NOCONA’’WATERSHED”’ 
A boot true to its name, made of natural 
retan wax-treated leather. Has 9-inch top, 
round toe, shoe heel with rubber tap. Style 
is No. 201. 


$ NOCONA 

‘“‘BLACK CLOUD” 4¢ 
A black beauty made with 12-inch “square” 
top. Vamp and top are of steer-hide leather. 
Has plain toe and 1'/,-inch heel with rubber 
tap. Style No. 185. 





NOCONA “RUF-OUT” 


Made of natural wax-treated retan leather 
with the rough side out. The sole and heel 
are Neoprene cork. Has plain toe. Style is 
No. X-199. 


For immediate shipment: 
Write, call or wire for 
catalogue and prices. 


NOCONA BOOT CO., INC. @ Enid Justin, President @ NOCONA, TEXAS 
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Retailers take HEYDAYS 


home to the little women 





because nothing is too 


good for her! 



















Stocked in 
Red Hi- Lite Calf « 
Oyster Brogandi 


HEYDAYS SHOES INC. © 2032 LOCUST STREET *© SAINT LOUIS, MISSOURI 
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Voice of the [rade 





“The biggest challenge facing the 
retail shoe industry,” according to 
GORDON ZBAR, shoe buyer for Ham- 
of Baltimore “is the 


burger’s, Inc. 


near necessity for coming up with 


something new and appealing every 


year. He says: “Retailers simply 
cannot afford to depend entirely on 
the already established styles. We 


need new models to catch the custo- 
mer’s fancy the kinds of shoes 
that 


two or more pairs a year. 


will make a man want to buy 





“Most men are quite willing to pay 


more for a new pair, provided they 


have some feature that catches the 
eye. 
“As for customer preferences this 


spring and summer we expect 
light casuals. nylon mesh and other 
ventilated shoes to be popular.” 


*% * % 


Here’s one way a shoe department in 


A downtown center can survive in 


the midst of mill outlets and discount 
ARTHUR PONCIN. 
ager of the shoe department at Riv- 
ard’s Department Store in West War- 
wick, R. [., says: “We used to sell a 
lot of children’s shoes at $3.00. When 
the mill outlets opened. we lost almost 


houses. man- 


all of the business in that price level. 
the 
ones who switched their buying to 
the mill outlets. 

“So we started to push a $5.00 line of 


Those customers seemed to be 


children’s shoes. Now these. with our 


$4.00 line. give us the same volume 
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1958 


volume showed a good increase over 


we formerly had. In fact, our 
1957 business in this department. 

“The same situation holds true with 
our men’s shoes. Our top price used 
Now 


raised to $13 and we are selling the 


to be around $10. it has been 

higher priced line in good volume. 
Ve have built this higher-priced shoe 

“We | built this higher- 1 sk 


business 


without too much extra in 
the way of advertising costs. This is 
the result of displaying, selling and 
reaching people who prefer to buy 
their footwear in an established store 
that 


addition to maintaining a good dol- 


features well-known brands. In 
lar volume of business, this approach 
has brought us a larger percentage of 
repeat business—because people have 
found good shoes wear longer. fil 
better and are more comfortable.” 

” * # 
S. STRINGER, 


VIC NEIL JR.. Gen- 


eral Manager of Minnesota Manu- 
facturea de Mexico, pointing — to 


Mexico as “a growing factor in dis- 


fifty 


rapidly in 


: : ” 66 
tribution,” says: “In years. 


things have developed 
Mexico. Real progress has been made: 


living standards are much higher: a 


strong middle class has sprung up 
between the poor worker and the 
rich factory owner. The population 


has risen from 16 to 33 million in 
thirty years 

“Merchandising methods themselves 
are rapidly changing from the old 


for 


rather inferior materials to the single 


Spanish custom of bargaining 


price system and guaranteed prod- 
ucts of higher quality. The new 


economic revolution, powered funda- 
mentally by a radical change in mar- 
keting and distribution methods, is 
only half over, but it has already done 
of the others for the 


more than any 


BOOT annSHOE 
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people of Mexico. This country is no 
longer the land of siesta or fiesta. 
it is demonstrating some of the same 
vitality and youth displayed by 
American industry at the turn of the 
century. 

“Mexico is now entering the stage 
of economic maturity, catalogued as 
one of the leaders of the new world 
and a sturdy support to our economic 
system. 
“Mexico 


is an example to under- 


"ona a 


<a 


Lt 


developed nations of this world as to 





what modern advance marketing and 
distribution methods can accomplish 
in overcoming their economic prob- 
lems which today prevail in’ many 
countries of the world. Other nations 
observe the progress of the industrial 
plant of Mexico, fundamentally built 
modern concepts of 


on new and 


marketing, with its people becoming 


wage earners and property owners. 
From this close-up example they 
understand the true merits of this 


system, instead of under the one so 


temptingly portrayed by colorful 


propaganda from across the seas. 
“The energy. the ideas, the methods 


which have made our country what 


it is today, as they spread to less 


developed countries, as they adapt 
themselves to the local climate, will 
build other economies as they have 
ours, and as they are building the 


Mexican economy, and creating a 
deeper understanding and friendship 
between us. That, then, is the essential 
role assigned to distribution in this 


hemisphere in the years to come.” 
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FRANK BROSCH. of the Hanover 
Shoe Store in Wilmington, Del., feels 
that many men would like to have 
more than one pair of shoes in their 
wardrobe; but many can’t afford it. 
He says: “Like any good salesman, 
we like to get to the selling point of 
action without guess work. It is in- 
experienced selling practice that de- 
lays making actual sales. If a man 
must have a one-pair wardrobe, it is 
best to try fitting him with the type 
of shoe that best fills his needs. Get 
him interested in a more expensive 
shoe and you have missed that target. 
“One thing a shoe salesman must 
realize . . . he cannot approach every 
customer with the thought that he is 
going to sell him several pairs of 
shoes. He must first make a_bull’s 
eye... sell him one pair of shoes. 
After this, he can experiment with 
suggestions and see what happens.” 
* * * 
“Each type of shoe store or depart- 
ment can make its own successful 
niche in a community, according to 
EDWARD De ROCHE, manager of 
the shoe department at McCarthy’s 
in Woonsocket, R. I. He says: “Speak- 
ing from my experience in this store, 
| believe there is plenty of room for 
a good shoe department featuring 
medium-to-better quality. Operating 
in an area with many mill outlets and 
discount houses, this shoe department 
ran up a volume in December 1958 
that was the best in that department’s 
history. 
“This was accomplished — without 
major sales or promotions and with- 
out giveaways. One important factor 
was that we had the merchandise. 
We did not let our stock get low. We 
had every size. There is always the 
temptation to let stock get low in 
spots during normally slower sales 
periods but we have found that it 
pays to keep fully stocked at all 
times. 
“Other basic factors that have con- 
tributed to our progress include the 
year after year emphasis on the same 
brands; constantly attractive displays 
with a touch of big-city atmosphere; 
giving each customer the most per- 
fect shoe fit; standing back of all 
merchandise and selling medium to 
better priced footwear.” 
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Profile .... by ESTELLE G. ANDERSON 








3 


EK. C. (Ted) ORR 





JAMES P. ORR, JR. 


HEN James M. Potter founded the Potter Shoe Company of Cin- 

cinnati, nearly a century ago, he put SERVICE down as the key- 

stone of operation for his company. Service to the customers and 
to the community. As he initiated, so has it carried on through the years. 
Since 1867 to the present generation, the pattern has worked successfully. 
No doubt about that! Today, the Potter Shoe Company is recognized as one 
of the most successful, independently owned and operated retail firms in 
the nation. 

E. C. (Ted) Orr, president of the company today, is the grand nephew 
of the founder. He joined the Potter Shoe Company after he graduated from 
Yale University and the Harvard Business School, and has been there since. 
He maintains: “Our pattern was set almost a hundred years ago and the 
present generation of Potter people are merely following the well-established 
tradition, e.g. . . . A Company cannot continue to operate on sales alone 
and be a good citizen. Business should attempt to put into a community more 
than it takes out. This is accomplished by supporting its civic programs, 
institutions and charities through contributions of time, effort and funds by 
the principals of the firm.” 

One of the most significant trade marks of the Potter pattern in recent 
generations has been the close father and son relationship that has existed. 
This has been an important and contributing factor in giving the company 
a continuity of policy and purpose. Until 1932, when the senior James Potter 
Orr passed away, an intimate association had existed between Ted and his dad. 
In that year, E. C. Orr succeeded his father as president. Young James P. 
Orr, Jr., was only eight years old then and it wasn’t until 1946, fourteen 
years later, that he took up his position on the father and son team. Jim, too, 
attended Yale University and his three and a half year stint for the Army 
(20 months in the Pacific area) was the only time away from Potter’s. 

Both Ted and Jim are convinced there is infinite opportunity for carrying 
on in the Potter tradition of service . . . to the customer and the community. 
Their merchandising policies have been geared to progressive participation 
and they have grown, succeeded and prospered. 

(CONTINUED ON PAGE 65) 
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A combination of hand detailing and rich mellow calf 
leather is seen in our Pattern Portrait strap monk with 
functional strap and buckle. Inspired by the hand craft 
of the early bootmakers, this style is wholly modern in 
soft, hand-stained Cashmere grain. Decorative hand stitch- 
ing establishes a moccasin line on an otherwise plain toe. 


An ingenious style note is the discreet roll that furnishes 


the full contour of the top line. Distinctly “American” in 


styling, the edges are rather close but have bold wheeling 
for a more dramatic edge treatment. In the tradition of 
fine Colonial bootmaking is our Pattern Portrait, a product 
of the Florsheim Shoe Company. 








Late summer style idea, this black silk 
linen dress with short curved jacket 
from Branell’s Spring 1959 collection. 

\ Photograph courtesy Couture Group of 
the New York Dress Institute. 









Open back and inside shank 
for late summer coolness; fine 
weave fabric with leather 
trim and rhinestone’ orna- 
ment. d’ Antonio. 


Ready tora 


by ELEANOR M. RUTTY 


LLY and August being the great vacation months 
many people are away from home or preparing 
to go away. But some are back from their vaca- 

tions and some may not be going away at all. No 
matter which, many women are ready for some sort 
of change in their wardrobes. If we may assume that 
there is no part of the country where summer shoes 
have not been worn from the middle of May, it is 
easy to see that women have had them in their closets 
and on their feet for at least two months. Gardens 
are beginning to go “off” a bit by the end of July so 
the same can very well apply to clothes—at least in 
the wearer’s eyes. 

Suppose that your customers are rather conserva- 
tive, that they have just become at home in their sum- 
mer clothes and shoes. Will they be ready to look at 
their white and bright or light colored shoes with the 


feeling that perhaps something different would be a re- 







Unlined pump on new square 
toe last and squared medium 
heel, in dull wax leather with 
glazed calf trim and hand- 
stitched detail. Heel covered 
or stacked, Lipare. 


— 


Closed pump with construc- 
tion opening lightening 
vamp; all-over black in con- 
trasting leathers. Delman. 











---- Change of Pace 


Come the latter part of July any woman is ready for a 


change—a new dress, a new hat, new shoes—something 


fresh looking, cool, but not necessarily so light in color. 


freshing change? A dark mesh, perhaps, or a faille 
or shantung? Or they may prefer the look of a soft 
leather in an unlined weight, opened-up shoe. Here is 
where you come in—to get your customer’s point of 
view and merchandise and promote these new shoes. 

The whole point of these late summer-early fall styles 
is that they give a feeling of comfort in the still, hot 
summer days and evenings and yet they look different 
from the dazzling fresh white and colors that she 
started off the season with. 

There are plenty of ways in which you can make 
them look attractive in your store windows and depart- 
ments and in your ads. One way is to show how cool 
a dark color—in the right materials—can be. Take 
the contrast of a scene—a city street is a good way to 
do it—partly in brilliant sunshine and partly in deep 
shadow, the shadow cast by a tall building. Or show 
a forest with the deep shadows that look so cool. Of 
course, a night scene with a deep, dark sky and stars 
ives the same idea. 

For the literal-minded, an attractive young woman 


oOo 
gl 


in a sheer black costume, sipping a cool drink under 
the shade of a big umbrella, tells the story. This cool 
effect of the sheer dress, shoes and perhaps hat, all in 
black, gives a refreshing new eye appeal to your pro- 
motions and is the first step in the direction of your 
early fall promotions. 

All kinds of shoes can be promoted at this time just 
so long as they have a fresh appeal. Remember that 
you have been talking color all spring and early sum- 
mer and you will be talking it again for fall, so you 
do not want to sell her shoes in the latter part of 
July and early August that she will feel will carry over 
into fall. Of course. some of them will, especially the 


Cool mesh for this late sum- 
mer shoe, trimmed with 
suede. Newton Elkin. 
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dressier blacks or dark colors, but be careful to pick 
types in depth that will be right for this second sum- 
mer selling and will make her hungry for the next 
step—the rich and glowing or soft antiqued colors 
that will be coming in for your first fall selling. 





Little tie on little shaped heel 
either covered or stacked. 
Wolsam. 


‘* 
Dressy, very open ghillie with 
ankle strap tie, 238 heel. 
Palter DeLiso. 
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Display of cowboy boots at the en- 
trance to the boot department. On the 
other side of the fixture are an equal 
number of boots in other styles. 
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ROBABLY the largest selection 
of cowboy boots in the state of 
Washington the 
largest in the country will be found at 
Western Outfitters, 24 South 
Street, Yakima. This store began sell- 


and one of 


First 
ing cowboy boots and other western 


1947, 


after the store was opened. Since then 


style footwear in two years 


this type of footwear has shown good 


increases yearly. 


Western Outfitters’ success in sell- 
ing cowboy boots is definitely tied up 
with their extensive stock of com- 


plementary wear. Cowboys and other 
horsemen find adequate stocks of 
blankets. bits, bridles, 


lariats, saddles, stirrups, etc. There are 


horse spurs, 
also large stocks of western apparel 


generally found in other local 


Many 


store merely 


not 
stores. customers come to the 
for these items and _ be- 
About 25 


per cent of the boot customers buy 


come interested in boots. 
other items. 

Boot 
residents of other cities throughout 
the state of Washington, 


Seattle, and tourists from other parts 


sales are made to many 


including 


of the country are good customers. 


Women, for the most part, buy boots 
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Cowboy Boots for 





for use when riding, since many of 


them are members of saddle clubs, 


but many men and boys who do not 
ride use cowboy boots for other types 


of work. Among these boot buyers 


are cab drivers and truckers, many of 
lasts 
with pointed toes and high heels. The 


whom use oxfords on cowboy 
high heels are said to reduce fatigue 
from long driving hours. Other non- 
rider users are loggers, ranchers and 
woodsmen. They prefer the laceless 
boot 
styles in black or brown in the lower 
Many 
Indians are regular customers. Over 
3000 of the Yakima tribe live on a 
30 
from Yakima. Most of them have cars 


and usually buy undecorated 


and medium price ranges. 


reservation within minutes drive 
and good incomes. 

Sales of cowboy boots to boys have 
TV 


westerns. The current vogue of square 


naturally been stimulated by 


dancing produces sales to older 


groups. The annual rodeos and county 
fairs also influence local 
to 


boots, hats and Levis, they feel like 


many men 


go western. By buying cowboy 


professional cowboys. Even many 


older men wear this type of clothing 


all year round. These non-riding cow- 





The forward part of the boot stock, consisting mainly of boots from the 
three major suppliers. The stock includes a wide variety in sizes and styles. 
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the Whole Family 


Ven, women, children, tots, as well as working 


cowboys and Indians, 
at Western Outfitters, 


boys usually buy boots in the $14.95 
to $22.50 range. but mostly at $16.95. 
The working cowboy demands a better 
boot, ranging in price from $29.50 to 
$45. The drug store cowboys want 
boots such as the professionals wear 
and this does not please the real cow- 
hoys, who are constantly switching to 
other styles. 

Western Outfitters 


lias promoted and developed a sub- 


Over the years. 


stantial volume in cowboy style boots 
for infants aged one to three and for 


children) from four up. This now 


The main window 
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all get 


Yakima, 


cowboy boots 


Washington. 


represents about ten per cent of the 
store’s annual total sales in cowboy 
boots. 

Parents buy the infants’ sizes mostly 
for house use and the small children 
sometimes wear them on their hobby 
being held 


up on horseback in a_ parade. The 


horses or when they are 


older children wear them for outdoor 
play and for school. The boots wear 
longer than some shoes and are easy 
to slip on and off. This is a year- 
hack-to- 


school period is as important as that 


around business and_ the 
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Window display, showing boots for 
tots, children and adults. 


in December for gift giving. 
Western Outfitters keeps an average 

stock of 1500 pairs of cowboy boots 

when 


and increases the inventory 


(CONTINUED ON PAGE OL) 

















shows boots including Engineers, Half-Wellingtons and others. 
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Western Boots for All 


a 


Figs More conservative colors and patterning prevail this year. L. to R., All 


black grained leather, white stitching and piping, John A. Frye Shoe Co. 


Blac hk and light blue paneled boot, 


Frye. Rounded plain toe, soft tan 





ove leather, neutral stitching, Justin Boot Co. Charcoal brown vamp, brown upper, four-row yellow, green, and 


orange stitching, Justin. Dark brown vamp and brown upper, green piping, green and yellow stitching, Nocona 


Boot Co 


Nocona. Hand tooled Ostrich leather, flowered pattern 


UTTRESSED by a score or more TV westerns 
the cowboy and specialty boot market con- 
linues to grow and grow and grow. No longer 
confined to the highly specialized business of boots 
for the working wrangler, the Western boot business 
now furnishes footgear to a galaxy of markets which 
range from Western Star styles for the rodeo circuit, 
conservative custom types for the stockman, practical 
well-fitting models for the young cowpoke, gaily colored, 
spiced types for the young men’s trade to what is pos- 
sibly the most important market of all—the kids. 
This year the kids’ boots follow an overall trend to 
more conservative colors and patterning. Colors tend 
toward black and charcoal and chocolate browns 
where a year ago they were turquoise, burgundy and 
red. While extreme patterning with a multitude of bril- 
liant underlays remains popular, styling is running in- 
creasingly to monotone coloring relieved by stitching 
alone. Black is the most popular single color. Browns, 
especially “brown” browns of charcoal or chocolate 
hue are strong. A sleeper this year is the black and 





fl black boot with upper heavily patterned in multi-colored stitching, white overlay on black pullstrap, 


upper, contrasting beading, Nocona. 


by RICHARD C. EDSTROM 


Below: Paneled stovepipe boot in black and white, black and 
white stitching on opposite shades, white pullstrap with black 
piping, Justin. Stovepipe, black vamp cream upper, multi- 
colored stitching, black pullstrap, Nocona. Paneled stovepipe 
boot in black and gray, black and gray stitching on opposite 


shades, Nocona. 
~ Sa 4} . 4 ® 













fhove: Great variety 


brown rather than 






The stovepipe top has become a best-selling factor. 
4 rising style note for men the past three seasons, 
L. to R., Nocona, 


Goding Boots, Inc., Frye, 


Below: 
leather, 
silver stitch, Justin. 
toe, Frye. 


Black alligator vamp, black upper of soft glove 
Nocona. All black 
Black boot, 


ft 


pointed toe, boot, purple and 


yellow stitching, rounded 


Be i t 


















The Western boot market grows and grows, 


is available in children’s 
they remain colorful this year’s vamps are black or charcoal 
burgundy, 


It has come to the 


Acme Boot Co., 


Ages and Occasions... 


buttressed by the TV West- 


erns. Boots for the Cowpoke, the Dude, Mom, Dad and everybody. 


bd 








W hile 


boots. = 
° magi 


red, turquoise. The use of 


brilliant underlays and colored stitching has been restrained 


children’s market via the “tric 


kle-down route 
the stovepipe has become a solid promotional type for boys 
Frye, Quinn & Delbert Boot Mig. Co., Nocona, Lone Star 


white combination, especially in paneled boots. 


Paneled boots represent popular triumph for the 
both 


loped tops, they have risen steadily in 


1959 season. Produced in stovepipe and_ scal 


sales appeal. 
Men like the strong vertical lines to which paneled 
styling lends itself. 


As in the past, women’s types show a_ noticeable 


tendency to be only slightly refined models of thei: 
men’s counterparts. Could it be that the highly femin 
ized Western boot is yet to be styled? A greater will 


ingness to innovate for the distaff side might net boot 
makers a widely expanded market. 
Again, returning to the kids’ market: 


best-selling factor. It 


the stovepipe 


top has become has come to 


the kids via the “trickle-down” route. A rising style 
note in men’s boots for the past three seasons, the 
stovepipe has become a solid promotional type for 
boys. The corollary of the stovepipe, the higher top. 


the boy’s stove 


the top of a 10-inch or even a 


is also with us. In almost every case 


pipe graces 12-inch 
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thove: Ankle-high boot with angled side gore, tan vamp — Star. AU black boot, green piping, yellow underlay, red 
and upper, Acme. Charcoal brown boot, white underlay and white stitching, Goding. Black boot, turquoise under- 
and piping, bordering underlay of red, multi-colored lay, orange and white stitching, stovepipe top, Goding. 
titching, Nocona. Chocolate brown vamp, tan upper, Black boot with flowered pattern in white, orange, light 
brown and white underlays, brown overlay at top, Lone — blue and buff underlays, white piping, Acme. 


Colors of red. burgundy and turquoise for 
vamps and uppers have given way to browns and 
black this vear. Brilliant underlays are strong. 


but the trend is toward monotone coloring. 


Below: Cowboy boots have appeal for the ladies. L. to R., black vamp, U hite 
ipper with gold inlays, gold stitching, gold piping, Goding. 1/1 black boot, 
fuchsia and gold. stitching, Justin {// tan boot, green and white stitching, 
green piping, Justin 


" Lad 
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top. However. a shorter stovepipe is 
seen on pre-schooler sizes too. 

The highly elastic kids’ market 
offers bootmakers a simply enormous 
potential. Lasts are largely similar to 
shoes. Since styles may be changed 
from year to year, fashion contributes 
to the fertility of the youngster’s 
market. 

It is interesting—in view of the 
more conservative styling this yean 
to ponder the many TV cowboy heroes’ 
influence. Many of these heroes ex- 
hibit nothing less than painful soul 
searching as they relentlessly drive to 
expurge evil. Very probably the kids 
visualize these men in all-black or all- 
brown footwear—-it does not seem 
probable that these sturdy lawmen 
would so deeply grapple with the 
moral implications of mankind and 
law in burgundy vamps and turquoise 
uppers, 

\t any rate cowboy boot market is 
erowing and growing. Kids like them 
more all the time, the grownups 


do too. 
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These are the shoes for growing in! 












SERVICE BUMEAU 
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Party Goers 


THE PRETTY SHOE FOR GROWING IN 


Party-Goers, Italian styled are 


THE STURDY SHOE FOR GROWING IN 
This is the boy’s shoe that be- 
longs to his world of fun. Its 





sandals for dancing on.... for 
sturdy construction, firm support curtsying to... for visiting in... 
and action-fit are the reasons for partying in. Gay little san- 
why mothers have complete con- 


fidence in their children’s choice. 


dals, designed to fit and wear 
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beautifully. 


: \ ‘6 « ry . lap 7 . nr 
Friendly Shoe Company ‘s Division of General Shoe Corp. "¢’ Nashville, Tennessee 
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THE “FIRST CHOICE™ 






NEWEST 
STYLES 
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A MERICAN JUNIORS are the shoes today’s fashion-conscious 
youngsters want. That’s why American Juniors hold customers; 
make new ones! Stock the line Young America grows up in... 
for growing volume... better profits. 
exert ay 
gu™ * % 
* 
wt Write us for franchise for your city. 


AMERICAN JUNIORS SHOE COMPANY, INC. 


7 
Suniors ONE ISLAND STREET, LAWRENCE, MASS 
a DIVISION CONSOLIOATEO NATIONAL SHOE CORP NEW YORK SALES OF FICE MAPBRIOGE BUILDIN 


* * 
*kanaar™ 
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ave You Checked 
our Credit Rating Lately? 


Costs are up and the business failure rate is high. Bankers 


are ging loan applications 








IMAES VERUIMG 


Is there anything you can do to improve your 
credit standing at a time when lenders are taking 
a sharp look at loun applications? 


ITHIN the next few months millions of busi- 

nessmen, caught short by the tightening profit 

margin squeeze, are going to sit down with 
their bankers to discuss the possibility of a short-term 
loan. Many of these requests for emergency operating 
capital will be turned down. 

Is there anything you can do to improve your credit 
standing at a time when all lenders will be taking a 
sharp look at loan applications? Is there any way you 
can be sure of needed financing when bankers are 
refusing other businessmen? 

Yes, there is. And the first step is to understand 
how your banker goes about sizing you up as a 
credit risk. 

Like many other shoe merchants, you may know 
your banker personally. He may hold a mortgage on 
your home or have lent you money to buy the family 
car. Even so, you may not know how he judges you 
financially when you need extra cash in your business. 

When you are trying to decide whether you should 
request a loan, remember that banks are in business 
to lend money. They want to give you credit—pro- 
viding there is a reasonable assurance that the loan 
will be repaid. But bankers do not take heavy risks. 
They must protect the depositors who have entrusted 
them with the money you want to borrow. 


A business loan is made in the belief that it will 
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a thorough screening .. . 


help the borrower increase the earnings of his busi 
ness so the loan can be repaid. The banker. ther 
fore, is interested in Vou! sales and seeing how the 
credit he extends will help to boost them. If the loan 
is sizeable, your banker will probably require a great 
deal of information: personal references, balance 
sheets. income statements and historical details of your 
business organization. 

This information will be sifted and studied to see 
how you stack up against five different tests-——-the so 
called Five C’s. First of all, your banker will) want 
to know about your character and capacity. Are you a 
dependable businessman and reputable citizen in’ the 
community? Too, he will check the information sup 
plied by your references and your record of repayment 
of previous loans. And you can be sure that your 
capacity for achievement as a shoe retailer will be 
carefully evaluated. If you don’t pass these personal 

(CONTINUED ON PAGE 62) 











We have just been through a recession or rolling 
adjustment call it what you will 
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Semi-Self Service in 





Revolving neon tower above entrance is 50 feet tall. Parking area is large enough for 300 cars. 
by BETTY DEAN MORAN 


Ek MI-SELF SERVICE has become a dream come 

true for Mr. C. V. Coey. owner of the new 

Tower of Shoes in the County of Sacramento, 
California. Managed by Clifford and Wilbert Filler, 
the 20,000 square foot building is probably the only 
one of its kind in the world. It is also one of the 
largest shoe stores in Northern California. 

In a market type operation, relaxed customers select 
shoes from enclosed elass showcases. There is no 
more mystery of “what’s in the other boxes.” Every 
style of shoe is arranged attractively in pairs on cloth 
covered steps. Beside each pair are two cards. One 
card lists the price while the other gives the complete 
size range, plus the code number in which the shoe is 
stocked. Directly behind each line of showcases and 


placed in numerical order are the orderly shelves of 





shoe boxes. 

{ll shoes are in sight for quick selection. Shelved boxes behind 
showcases are in numerical order for fast service by counter 
at once his shoes from the large assortment behind the — clerk. Shoe counselors help with fitting. 


There is no waiting by a customer. He can select 
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California 


Probably the only shoe store of its kind in 
the world, the 20,000 sq. ft. Tower of Shoes 
is one of the largest in California. 


He then tells the counter clerk behind the show- 
cases the size, color and code number that he wishes. 


olass. 


The clerk locates the correct selection and hands the 
box of shoes to the customer. all within moments of 
the request. 

Mr. Clifford Filler states, “There is no embarrass- 
ment for any customer. If the card lists the price as 
one too high, the shopper can move down the counte: 
to a price he can afford. Then he can try on the 
back think 


salesman. If needed, the customer may ask one of the 


shoes. sit and without pressure from a 


shoe counselors who roam up and down the depart- 
ment to check for the correct size and fit. The coun- 
selor is not there to sell; only to help.” 


Two hundred and forty feet of enclosed glass showcases display 
every shoe style in the well-lighted, spacious Tower of Shoes. 


np 
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Shoes are arranged in pairs on cloth-covered steps. Cards 
before each pair give complete sized range, plus code number 
in which shoe is stocked. 

ven with such a large store, only a minimum of 
help is employed. A few counselors on the floor, and 
several counter clerks, besides the cashier, are all that 


are needed. Of course, they help fit children) who 
need new sizes each time, but as Mr. Filler says. 
(CONTINUED ON PAGE 71) 


Two lines of tan plastic-covered chairs parallel each other 


on soft brown tweed carpeting. 






















Now...for the first time 
fully-lined over-the-sock boots! 










PLASTIX 


,SNO eshu 


Guaranteed Waterproof 









* Resistant to Calcium and Sodium Salts 






* Washable on Its Outer Surface 
* Scuff Proof 
* The Feel and Texture of the Finest Soft Leathers 














The newest and most exciting protective footwear 
innovation of the season. SNO-SHU is designed 

to keep out the cold and wet and keep in the warmth. 
This one piece boot is fully-molded, with 
‘“‘Polyleather’’ textured upper and is lined with 

deep, comfortable pile. Growing girls and women 
everywhere will want SNO-SHU so be sure 

you have them in stock. 















SIZES 4 TO 10 ¢ COLORS: BLACK, GRAY, RED 


a t ~ > See us at the Fal/ Market Week in Boston and at the St. Louis Show 


{wr wn~~PLASTIX~FOOTWEAR CORPORATION 


i aaa 1600 south flower street, los angeles 15, california + richmond 7-9348 


WAREHOUSES: 136 Tichenor Street, Newark, N. J. . 2400 South Ashland Avenue, Chicago, Illinois 
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by BILL ROSSI, Field Editor 


Inside Shoe Business 





Fact Versus F ancy 


The public continues to be exposed and subjected to a flow of misin- 
formation and mythology about feet and footwear—and the fault is ours. 


HE March issue of Glamour magazine devoted 

considerable editorial space to shoes. It rendered 

a helpful shoe-educational service to its readers. 
It deserves a commendation from the shoe industry for a 
well-intentioned effort. 

But we regret that so much of the information was 
sheer myth and fancy—presented, unfortunately, as fact. 
We see this as no fault of Glamour’s. Its editors no 
doubt sought out the “authoritative” sources in obtaining 
its material. But these sources must have taken some 
of their material from an ancient tome probably called 
“Frivolous Fact and Fancy About Feet and Footwear.” 

The misfortune is that millions of women accepted it 


The fault 


the shoe industry, 


all as authentic fact—which much of it isn’t. 


isn’t Glamour's. The fault is with us, 
because we continue to permit fancy and fact to be 


kneaded into the same lump. 


Some of the “Facts” 
Let’s take some of the “facts” presented in Glamour 
followed by our own comments. 
(1) The typical American (woman's) foot is long. 
slender, tapered, high-arched. 
Who says so? 


no. There have 


Fact. 


been no foot-shape studies to support 


By what authority? Opinion, yes. 


such a statement. 

(2) The wide square foot has straight-across toes. 

There is as much chance of finding a foot with 
“straight-across toes” as there is of finding a straight 
banana. 

(3) Toes 
this helps feet support body. 


should be pointed straight ahead: feet 
parallel 

This is a persistently popular myth. What studies have 
been made (Dr. Dudley J. 


just the opposite : that slight toeing out (5 to 20 degrees) 


Morton. for example ) show 


is the most natural and common stance of the healthy. 
foot. 
to legend, that the 


normal Further, there’s not an iota of evidence. 


contrary American Indian had a 
toes-straight-ahead stance or gait. 


likely to 


fortable in medium and low-heel shoes. 


(4) The low-arched foot is most feel com 


At best, an opinion but no reliable evidence to estab- 
lish it as fact. 

(5) (On constant wearing of high heels): The only 
thing worse is to change from these into a perfectly flat 
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ballet slippers, for example. 
solid 


evidence, medical or otherwise, to give credence to this 


shoe with no support 

Strictly opinion or legend—but not a shred of 
popular theory. The arch-support and shoe-support theory 
continue to prevail as fact. A question: Is it doing more 


harm than good? 


The “Burning” Question 


that burn the soles of the feet may be 


either too large or too small. 


(6) Shoes 


On this point, we thought we’ve heard them all, but 
this is a new one. The only thing really known about 


“burning soles” is that there are many different causes, 
and even the doctors have little luck in tracking it down 
with any consistent success. 
(7) About 80 per cent of the American people sufler 
from some sort of foot ailment during their lifetimes. 
Kons ago, somebody, in a moment of statistical whimsy, 
wrote that figure on a cave wall—and it has been used 
as gospel ever since. The truth is, there are no reliable 
statistics on this bandied-about issue. 
(8) (On the trouble): At. the 


base of the big toe, there is a small arch that can drop 


matter of metatarsal 


painfully. 

Just as your lap disappears when you stand up, so the 
so-called metatarsal “arch” disappears when the foot 
bears weight. The “fallen” metatarsal arch theory today 
receives litthe or no medical support. 

(9) Shoes that are properly fitted will wear out at the 
center of the back surface of the heel, and along the 
outer border of the sole. 

You can make your own estimate. But mine is that 
there isn’t one pair of shoes in a half million that wear 
If so, is it to that the 
majority of our shoes don't fit. or are ill-fitted 7 


Well, here to list 


other “facts” on feet and footwear, as presented in the 


out in this manner. mean vast 


have many of the 


we don't space 


Glamour shoe story. But the above will give you an idea 


Now, behind it 


It isn’t merely that Glamour has presented these state 


all there’s something very stgnificant. 


ments as gospel and fact. Other magazines periodically 


do the same. All are well-intentioned at rendering a 


service. 
But far more significant is it that a large body of out 
(CONTINUED ON PAGE 65) 
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How Does Joe Applebaum 
Always Get A Perfect Fit With 


WELLCO FOAMTREAD Slippers? 








Neighborhood Store Success Story #5 
by Joseph J. Applebaum 
Qwner, Junior Boot Shop, San Francisco, Calif. 
As Told To World Wide Reporter, Jack Bedford 


It’s simple! FOAMTREAD Slippers are so easy to stock properly that 
1 always have the sizes I need . . . right in the store. 




















Customer Acceptance 100% ability, too. It's one of Foam- 
TREADS’ Strongest selling points 
I why customer acceptance So we always display a washing 
‘ he line has been 100° machine with the slippers in our 
N hborhood mothers are de windows to stress FOAMTREADS 
manding. But when they see the are machine washable SUCCESS STORY. Joe Applebaum (right) and John Callaghan show 
perfect fit we get, they come how easy it is to get a perfect fit — with WELLCO FOAMTREAD Slippers 
I k wain and again. That's J ark me T : . : - . a 
se th ; “ No Markdowns, Three Turns three stock turns a year at full dating helps us in our merchan 
reu It | i hes accep 
Our sales people are enthusi markup dising. The slippers are an 
astic about FOAMTREADS. They're Very Profitable outstanding value. I wish to com- 
Washability Sells so easy to sell. Result is I've We're very happy with WELLCO pliment WELLCO on the products 
ee Peer se never taken a markdown on the Why not? FOAMTREADS are very they produce, They're unbeat- 
Mothers love WeELLCO wash- | WeELLco line, And I get at least profitable for us. The long-term able! 
7° . . ’ i eT ne 
Neighborhood Customers Are Demanding. That’s Why 2”. wellco 
° . " Tee . . : i ’ PARENTS K 
Neighborhood Stores Carry WetLco FOAMTREAD Slippers. “J = a ar Dial ¢ ra & GA &| S 
2 For more information about the Wettco FoAMTREAD line, WELLCO SHOE CORPORATION, WAYNESVILLE, N. C 
is F rile J ve wnelli. Vice I’re le» in Charce f Sale In Canada, *"Foamtread lippers are made exclusively by Kaufman Rubber Co., Kitchener, Ont 
nea © 19549 
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San Francisco Merchants 
See Profitable Spring 

BUSINESS is good in San Fran- 
cisco, and if it continues through the 
spring season as it is now, it will be 
a profitable spring indeed for shoe 
retailers. Merchants report 
running ahead of last year, and cus- 
tomers seem to expect prices to be a 
little higher, in line with the general 
increased cost of living. 


sales 


Some heavy rains slowed business 
down for a few days, but it was only 
temporary. Heavy snows in the 
mountains stimulated sales of skiing 
footwear and accessories. 

After the February clearance sales 
the promotional emphasis immedi- 
ately turned to spring styles. Be- 
cause of the early Easter the adver- 
tising promotions were stepped up 
from the middle of February and will 
continue through March. 

Byron’s have been using a series 
of attractive, elongated, two and 
three column, fifteen to twenty-inch 
displays that have produced good re- 
sults. Each advertisement featured 
three models of the new spring pat- 
terns, and the price range was from 
$9.95 to $16.95. Byron’s emphasize 
their good range of sizes, from 314 
to 11 in AAAAA to B widths. 

Customers are being offered a wide 
variety of colors and styles from 
Which to choose, and merchants are 
each emphasizing different features. 
Some feature the pointed toe, others 
the rounded toe with a longer and 
flatter vamp which gives the foot a 
longer appearance. Most all, 
ever, are agreed the high and 
stiletto heel. 

Colors seem to run almost the full 
swing of the rainbow, although blue 
is getting a strong play. There are 
several shades of the blue, too, from 
the pastel tones to Navy blue and the 
new Pacific blue. These blues are 
being shown by City of Paris in a 
pointed toe, tall heel pump at $26.95. 

Joseph Magnin has an attractive 
two-tone pump of suede and match- 
ing kid in a choice of eleven different 
colors: Moon Green, April in Paris 
Pink, Perla Beige, Gazelle Tan, Sum- 
mer Night Blue, Angelique Blue, 
Lilac Caprice, Mignonette Green, Se- 
ville Red, Eiffel Tower Grey, and 
Gold Chanel, all priced at $29.95. 

These are typical of the array of 


how- 
on 
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spring colors that are attracting the 
customers eyes. There is a color to 
match most any costume, and if a 
buyer has a costume of an off shade, 
many merchants will dye the foot- 
wear to order so as to produce a 
matching shade. 

Competition is getting keener, and 
shoe merchants are on their toes in 
their merchandising plans to capture 
their share of the business. 


Shoe Business Accelerates 

With Spring at Chicago 

GOOD spring weather and busi- 
accelerating together in 
the Chicago area. Retail 
Leginning to pull out of the effects 
Ice, snow, and 


ness are 


trade is 


of a severe winter. 
flooding in outlying areas are still a 
deterrent to shopping. But for the 
first time in two months the 
public is able to get about without 
much difficulty. As a 
business has been gaining slowly. 

have somewhat bet- 
ter than some other soft goods items. 
Patent will probably end up the 
top seller. It chiefly in 
pumps. However, there has been a 
yood scattering of opened-up types. 
Black remains volume by a_ heavy 


over 


too result 


Shoes fared 


has. sold 


majority, but there have been a few 
trickles of gunmetal and 


colors, 


sales of 








ww 
wt 


SCRUGGS VANDERVOOLLT BLARNEY 


Adjustable quality of Accent laced mid 
heel pump has assured best seller status 
for four seasons. St. Louis (8 cols). 


There also indications that 
patent may have passed its peak. A 
smooth 


blue, is 


are 


rising interest in leathers, 
both 


These are concentrated in 


black and apparent. 
trimmed 
pumps. the trim, 


since plain pumps have little or no 


IXmphasis is on 


demand. Meshes and laces in dark 
colors in ties and step-ins have also 
done well. Some reds are selling 


and there is good activity in rep- 
tiles. 

Another encouraging sign is the 
stepped up sale of light colors. This 
includes bone beige, light tans, and 
must be 
weather 

March 

this 
these 


even a few pastels. It 

that 

well 
into 


re- 
wintry 

through 
and sometimes April in 
part of the Hence, 
early sales of light colors are seen 


membered, 
usually holds 


country. 


as pointing to good and continued 


activity for some time to come. 
Punched pig and some shags, all in 
light colors, have also been moving. 

The wide range of style shoes on 
little heels has also helped business. 
This long been 
untapped and undeveloped market. 


Its possibilities are only beginning 


has considered an 


to be exploited. It has increased the 


number of fashion shoe 
for 


point out. 


tvpe pur- 


chases many women, retailers 

To date, both men’s and children’s 
business remains about normal. Bad 
weather has meant continued wear- 
ing of galoshes and rubbers. Hence 
mothers have been reluctant to buy 
school shoes or dress 


either new 


types. 


Bone Challenges Black 

Patent at Minneapolis 
BONE was a leading contender to 
black patent in the color popularity 
Min- 
neapolis and pastels also got the nod 
Ming lighter 
navy, 


race in women’s shoes here at 
of shoppers. blue, a 


shade than also was bought 
along with the citrus shades of avo- 
cado green and purple. A few red 
shoes also sold. 

There seemed to be a difference of 
shoe people about 


opinion among 


hee] heights, but generally the 23/8 
heel was said to be selling best. The 
said to be 
gaining in One 
said that the medium heel was “very 

CONTINUED ON FOLLOWING PAGE) 


1X 8 heel, though, was 


popularity buyer 
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important” in women’s dress styles. 
heel and 
mained the genera] style trend, al- 
though sling pumps seem to be com- 
ing back gradually. One specialty 
store said that there had 
siderable interest in the open toe and 


Closed closed toe re- 


been con- 


heel styles. 
Buyers look for a good year in 
Delta the 
lighter shades already have been sell- 
ing well. have 
beige and cream cocoa. 
There was little activity in chil- 


casual shoes. suedes in 


Good colors been 


dren’s shoe sales. Business was hold- 
ing its own, but no pre-Easter rush 
had materialized. One 
that with the early holiday many 
parents were waiting to see how the 


buyer said 


weather was going to be before in- 
vesting in new shoes for their off- 
spring. 

Men’s shoe business was generally 


spotty. It ranged from “little activ- 
ity” to “good volume.” In_ stores 
where business had remained at a 


high level, clearance sales had helped 
to keep figures. Slip-ons 


Continental 


up sales 
showing the Italian or 
influence had moved very well along 
with two and three-eyelet numbers 
with the continental influence. 


The deeper browns sold much better 


also 


than the lighter shades, and sales 
of black and brown shoes were about 
50-50. There also trend to- 
ward the light-weight styles along 
with square toes and modified square 


Was a 


toes. 


Warm Weather Types 
Appeal at Boston 

MORE so than in years past, Bos- 
ton shoppers have been anticipating 
their shoe needs. Warm weather 
types such as meshes, and lighter 
colors such as bone and green, have 
been in almost as much demand 
during the pre-Easter period as have 
the traditional black patent and navy 
calf in closed patterns. 

Chief beneficiaries of this grow- 
ing trend have been the city’s spe- 
cialty shoe shops carrying middle of 
the road styles in a wide range of 


sizes and widths. Not affected 
much one way or the other have 
been the department stores with 
their suburban branches and_in- 


town stores specializing in novelty 


styles. 
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The theory is advanced _ that 
women, particularly those with hard- 
to-fit feet, started the trend because 


they feared that delayed buying 
would find the stores out of their 
sizes; that the buying tide rose 
higher when suburban residents 


found it better to make fewer trips 
into the city and thus were almost 
forced to buy for two seasons at the 
same time. Or it may 
suggestive selling by an alert sales 
staff. 

The existence of this trend was 
recently confirmed by E. W. Burt & 
Company which operates a store at 
17 West Street in downtown Boston. 

“It has been obvious here for sev- 
eral company 
spokesman, ‘and has become a nor- 
mal way of doing He 
reported that light beige—-or bone 
had of the selling 
colors during the late winter months 
followed by red and blue, with black 
patent beginning to pick up late in 
February. 


have been 


seasons,” said a 


business.” 


been one best 


January figures were 
ahead of last year’s. February was 
about the same. Pumps were the 
most popular pattern” in 
types and ties sold well in the store’s 
orthopedic lines. 

Even more strongly convinced of 
the permanence of this trend is 
Philip B. Bayes, owner of the Solby 
Winter Street, 
of the downtown 


dressy 


store at 45 
also in the heart 
shopping section. 

“It is now part of our permanent 
policy,” he said, “to take delivery 
of spring and summer shoes at the 
same time. This season it was last 
December and we started to 
them in January. We've been sell- 
ing them ever since and expect now 
to end the spring season with an 


Bayes 


sell 





Step into spring with a light-footed feeling in 


be lex-0-moes 


‘ " 
ds ostonian 


The Slip-on that stays 


on. Bostonian x-0 





Mocs give you a light 
footed feeling and « 
sure step with special 
ly molded heel fo 
foot-hugging fit, Black 
with hand 
stitched front. 


or brown 





The pulling power of styling serves as 
attention getter. Plain apron with low 
stitching is good. Dallas [3 cols). 


18 to 20 per cent gain over last year 
unless we have a prolonged spell of 
bad weather.” 

This store has found its custom- 
ers asking for mesh shoes in Janu- 
ary, February and early March 
and not for wear at winter vacation 
resorts. These mesh types sold well 
in calf-trimmed black, blue and light 
Leige. Some numbers were re- 
ordered as early as the third week 
in February. 

“Early stocks are now a must,” 
it was commented, “if for no other 
reason than to enable us to do an 
intelligent job of testing. If you 
have the storage space, you can’t 
take delivery too early.” 

In-town department stores, while 
satisfied with the volume in their 
suburban branches, have been pro- 


moting dressy spring styles to 
catch the fancy of younger  busi- 
ness women who work in Boston. 


Typical is the well planned cam- 
paign of the R. H. Stearns Com- 
pany, 140 Tremont Street. In 
green, light beige and _ bene- 
dictine, as well as the conventional 
and black, have been selling. Green, 
the store reports, is very impor- 
tant. Pumps lead in patterns 
some of punched kid; others of calf 
banded with contrasting stitching 
on the vamp; still others of Deldi 
silk 


col- 


ors, 


suede. 


New York Merchants 
Enjoy Expanding Trade 
NEW YORK shoe retailing has 

been good. Many of the merchants 
indicate that their figures to date 
show a definite over the 
same period last year. There are 
several reasons for this optimistic 
picture. The weather has been most 
cooperative: sunny, clear and not too 
cold. Retailers picked up an extra 
Saturday’s selling this year, over 
last when Washington’s Birthday 
fell on Saturday. Traffic has been 
good. 

It all adds up to a satisfactory 
picture. There have been soft spots, 
to be but in the main total 
figures, volume wise and dollar wise, 
reflect a good position. 

Consumer buying for Easter has 
accelerated perceptibly and most of 
the retailers anticipate good figures 
for the month of March. Many of 
them add that their impression is 
that selling will not drop off after 
Easter. March 29th is early—possi- 


increase 


sure; 
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bly too early—for shoes to straddle 
the transition from winter into 
spring and summer. Therefore, 
women seem to be buying one pair 
for Easter and looking beyond the 


March 29th date for that second 
pair. 

Retailers have their own mer- 
chandising patterns of operation, 


their own approach to selling. How- 
ever, there is one formula to which 
they all subscribe: in order to do 
you must have a_ good 
stock of shoes in a depth of sizes 
and in the wanted colors. And you 
must promote consistently and effec- 
tively. 

One merchant said, “Our women’s 
selling has been very good. 
Women are responding most favor- 
ably to the new colors, new trims, 
very feminine styles all excel- 
lent selling Our multiple 
pair business has picked up consider- 
ably. In addition to black patent 
and black polished leathers, we have 
done very well with pearlized leath- 
ers. Bone has been getting excellent 
response. Other have 
selling very well.” 

Some of the retail advertisements 
“Patent has all the 
black brilliance 

spring. (J. .& J. 


business, 


shoe 


factors. 


colors been 


have stressed: 
Jet 
your 


answers! 
brightens 
Slater) 

“We love this new Golden Age... 
pale blonde pumps on middling high 
(R. H. Macy). 

“New line to toe this spring 
The Ingenue Oval, a beautiful new 
last, latest in our fabulous fashion 
round-up of with exciting 
tapered curves. If you love the 
slender slop of this pump and the 
let’s-not-take-a-taxi middling heel, 
Ovals are for you in navy calf or 
black patent... or both.” (I. Miller) 


heels.” 


shoes 


Great Momentum Evident 

In St. Louis Spring Selling 

SPRING is kicking up its heels 
in St. Louis shoe stores and shoe 
departments. Shoe advertising is 
heavy. The pace of business is excel- 
lent. The earlier Easter is meaning 
fewer multiple sales to women, how- 
Buyers say that the average 
consumer appears buying a 
single pair of spring shoes now, say- 
ing that she will add a lighter or 
brighter pair later. 

Best selling women’s pattern is 
the pointed toe, closed black patent 
pump on high, not mid-high, heel. 


ever. 
to be 
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Preferred vamp trims include patent 
ornaments, patent and peau de soie 
wing bows, string bows, and low- 
placed instep straps. Opened-up 
pumps are selling better in high 
priced lines than in the popular price 
range. 

Bone is a strong sales contender 
to patent in the mid-price group. 
Navy and lighter than navy show up 
well down the list, with April in 
Paris pink and varied greens finding 
good favor with St. Louis women. 
The chief complaint concerning the 
pinks and greens comes from the 
consumers themselves who say that 
few coordinated 
available except at the high price 
level. 

Mid-weight slip-ons 
well for both young men and olde) 
businessmen. Gored loafers of stitch- 
and-turn construction, 
moc front high-tongued strollers, and 
slim-toed three eyelet blucher 
make up the 
Black is 
color in 
types, with 
requested in 


too handbags are 


are selling 


handsewn 


OX- 
best seller list 
still the 
and 
sand beige the 
brushed leather 
Natural 
color deerskin moccasin blucher ties 


fords 


for men. most 
wanted 
casual 
most 


rubber soled sporty types. 


dress dressy 


with cushion insole are good sellers 
at one downtown store. 

Sales of dressy flats for teens and 
pre-teens are running one-third in 
black patent, one-third in black calf, 
and the remaining third is made up 


of white, bone, red, pale blue and 
vicuna. 
of national 


Dealers are using blow-ups 
from Seventeen 
worked into their displays. 
say they are finding that teen girls 


ads 
Buyers 


are more fashion alert as each sea- 
Teens like to see the na- 
tional magazine stamp of approval 
on dressy flats patterns. Gay color 


son passes. 


sueded leather ties and slip-ons con- 
tinue to sell well for teen girls for 
school wear. 

Younger children are getting more 
black than white for Easter. Black 
patent pumps, and 
short T-straps are selling very 
for little girls. White is moving well, 
feel, 
date. 


swivel straps, 


well 
dealers considering the early 


Easter However, dealers ob- 
serve that mothers buy the whites 
with the that they 


will be summer. 


understanding 
Sunday Best all 
Canvas playshoes are already begin- 
The children 
rubber 


ning to sell. will go 
im- 


order to 


into these soled types 


mediately after Easter in 
save the whites for “good.” 

For 
bucks with red 
ported by suburban dealers as hav- 
comeback in 

Young customers who wore 


grade school boys, white 


rubber soles are re- 
ing a popularity at 
present. 
white bucks for spring of ’58 shifted 
to dirty bucks for fall of *58 and are 
currently re-buying white bucks now. 
For some county dealers, demand 
has exceeded supply. 


(CONTINUED ON PAGE 66) 










SUIT PUMPS 


elegant Hutzler-e 


important new fashion feat 


The pump with faceted toe 





equared off, w 
high and straight. Imported Italian leather, t 
The peaked-hee! pum 


able... with stitched collar, sky-high b 


The d'Orsay pump » w wide dip 


Spring Fashion Teo presenting peland of Pattul 


Thbate $1.50 Drew Selow secon 


WHEN BALTIMORE 
THINKS OF QUALITY 


SHINKS OF HUTZLEE 


Since the suit is ever one of distaff side's great utility outfits the head "Suit Pumps” 
has immediate attraction. As the eye moves to the pumps curiosity is aroused 
by the “new fashion features” including squared toe. Baltimore (8 cols}. 
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SHOE COURTESY OF MADEMOISELLE 





echoes newest fashion trends 


Radiating vibrant beauty, Echo Calf glows with a lustrous aniline finish. . . and 
brings an extremely delicate new texture along with a rainbow of delightful, new 


GALLUN ¢ 


colors to the fashion scene. It also provides additional proof that Gallun always LEATHERS 
i 7 s Vandre of  yerllem 
makes the leather that makes the difference — in appearance, in sales appeal. fon oven [QQ rans 





A. F. Gallun & Sons Corp., Tanners for over 100 years, Milwaukee, Wisconsin. 
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Chicago 


SPRING and summer have become largely a matter of 
production and delivery in the Chicago area. Fall is gain- 
ing more and more attention. That doesn’t mean that 
current problems have ended; they are merely less acute. 
Deliveries are still lagging but factories are taking up 
the slack. 

Right now all production is pointed to getting those 
shoes for post-Easter business out of the factory and into 
the stores. Most factories are more than satisfied with their 
business for the first quarter. They expect sales to show 
a considerable climb over a year ago. 

This satisfaction is expected to carry over into fall. 
The first indication of the climb out of the recession came 
at fall shows and openings last year. Business has been 
on the upgrade since then. There is some question whether 
this will not level off to normal or will continue to climb. 

It is evident that a lot of this increase is centered on 
volume shoes for volume outlets. The number of chain 
shoe stores and leased departments continue to grow 
rapidly, and so do their sales. The large mail order houses 
are aggressively promoting shoes through their catalogs 
and retail stores and they are reaping rewards, too. 

The expansion of self service or “outlet” type operations 
can't be overlooked. They are disposing of an ever increas- 
ing amount of each season’s most wanted shoes; call 
these shoes “top sellers” “safe” or “staples.” Self service 
is becoming a dependable operation and a good steady 
outlet for repeat business. More and more of the better 
department stores and shoe stores are turning to this type 
of operation. 

Price increases continue to be inevitable in most fae- 
tories as leather costs climb. On the other hand, the 
so-called moderately priced shoe gains in importance and 
demand. Department stores are “slicking up” their budget, 
or moderately priced, women’s dress and casual shoe 
departments. 

Another good example is the extremely strong position 
of the $5 to $6 children’s shoes. Practically every important 
retailer has found a place for this bracket in his coverage 
Some stores previously carried only higher priced shoes, 
have added new price lines. 

Other interesting trends continue to accelerate. Heavy 
buying is still concentrated on the reliable and safe shoes 
that is, those geared as running with the current stream. 

There is also a lot of interest in “item” shoes. These 
are shoes that offer some fast style or novelty feature that 
can be sold at a special price. These also usually have 
better mark-ups and if played properly offer short term 
good profit possibilities. This has been chain store and 
volume policy in the past year. Its success has caught on 
with department stores and independent retailers. 


New England 


Prick is about the only subject being discussed in the 
New England shoe industry. As spring and summer run 
near their end it is increasingly apparent that a general 
price increase is inevitable in women’s volume grade leathe1 
footwear. 

It is in this segment of the industry. industry observers 
say, that the squeeze is tightest. Manufacturers have been 
caught between rising costs and the unwillingness of big 
buyers to shift to higher price brackets at retail. They 
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have managed to weather the storm to date, some having 
been helped by concessions from suppliers; others by 
absorbing the increase and taking a shorter profit. 

Now, tanners too have reached the end of the line and 
can no longer sell at prices which do not accurately reflect 
the cost of replacement. Hides, it is pointed out, have 
advanced in price and leather prices have reached a point 
at which increases can no longer be absorbed by the shoe 
manufacturer. 

In one short year, statisticians say, side leather of which 
large quantities are used in the volume field, has advanced 
approximately 30 per cent. It is still going up. There have 
been similar hikes, though not quite so large, in other 
shoe materials. 

The only solution seen by the experts is higher prices 
by the time fall buying gets under way. 


St. Louis 


RE-ORDERS, fill-ins, and “second spring” orders are com- 
ing in at a good rate for St. Louis producers. Factories 
will continue to be busy for the next several weeks. 

Although weather, including snow, ice and floods, has 
done little to stimulate retail sales over a large part of the 
country, producers here feel that business pace is meeting 
anticipated gains. The retail selling picture is reported 
brisk from the southern belt of states where warm weather 
footwear sales hit their stride in mid-February. 

Second run merchandise has been ordered in. slightly 
less volume than manufacturers hoped for. They feel, how 
ever. that retail buyers are giving much added attention 
this year to planning for spring and summer as a unit. not 
as a pre-Easter deal to automatically slump thereafter. 

Black leads as top demand color for women. Bone is 
having a terrific season at retail, producers observe, as_ re 
flected in re-orders. Expectations are that bone will carry 
through strong all during the summer selling season and 
will get many of the nods formerly taken by white. Orders 
coming through for whites, both for women and for children, 
are being watched with great interest. Several houses indi 
cate that whites are spotty and may not account for the 
percentage of total sales aimed for. 

The early Easter gives the post-Easter period added im 
portance this year, manufacturers believe. For this second 
n high 


spring season producers are finding good interest 
colors both in smooth and in textured leathers. 
More than 100 non-local firms have contracted for dis 
play space at the St. Louis Shoe Show, April 12 to 15. Re 
tailer reservations for hotel rooms are running “far ahead” 
of predictions. To allow retailers maximum time to visit 
showrooms no extra-curricular event other than the Mon 
day banquet is planned for the opening two days of the 
event. A musical fashion revue luncheon is scheduled for 
Tuesday noon. This show will be staged by Holiday 


Magazine. 


Los Angeles 


Accorbinc to some of the manufacturers’ representa 
tives in the Southern California area, orders may be said to 
stack up as follows: 50 per cent for patents, 20 per cent 
Bone calf, 15 per cent Indigo blue; and the remaining five 
per cent are divided among the bright colors such as Na- 
sau blue, Honeydew, Spanish pink and Persian melon 
CONTINUED ON PAGE 68 
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THE BIG NEW SALES-BUILDER IN HEELS... ia A 


Big demand creation in Vogue 
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VITALIFT Replaceable Toplifts | 
Bring the Big 4 to Shoe Sa 





MERCHANDISING IS TOPS, TOO... 






NOW 








Now, in one design, are all the features you need to make heels the new buy-word in 

hoes! VITALIFT Heels are reinforced by a special heavy dowel with a tapered hex-head 

that extends through the tread face to the heel eliminating weak spots. The VITALIFT 

replaceable toplift screws into this special dowel and a hex countersink firmly seats the 

lift and prevents turning and shearing off. Toplifts come in nylon or steel, screw on and 

off in seconds, and stay on because the hex-head design keeps them safely in place 

wherever you walk. 

For you — a Big 4 in Sales! 

@ Smart, fashion-right heel designs superbly reinforced. 

e A new idea to spark sales, bring extra wantedness to your shoes. 

@ Promoted with National advertising in Vogue and by in-store merchandising. 

® Satisfied customers and retailers, because VITALIFT toplifts wear well, are easily 
replaced and give repeat sales. 

Write, call or wire, today, to get VITALIFT heels for your shoe line. 
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Rack displays for shoe stores “Tell-all”’ tags in shoes Flyers, streamers and easels 


ON VITALIFT HEELS AND TOPLIFTS 
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Baker Reporting 


from Washington 
(CONTINUED FROM PAGE 30) 


The New England states and the 
West North Central (Great Plains) 
states have the largest proportion of 
persons 65 and over. 

Alaska has the fewest old people. 

The South Atlantic States are 
showing the most rapid growth of 
population 65 and over. Florida 
leads. 

The South and the Mountain 
States have larger proportions of 
children 5 to 17 than does the nation 
as a whole. Highest: South Carolina, 
New Mexico, Mississippi. New 
York and the District of Columbia 
are lowest. 

Nevada and Alaska have the most 
rapid growth in children 5 to 17. 
Other states where youngsters are 
increasing in numbers by leaps and 
bounds: Florida, California, Dela- 
ware. But in Arkansas, this age 
bracket is shrinking. 

You can obtain the solid data to 
back up these and other trends by 
sending 35 cents to the Census Bu- 


reau, Washington 25, D. C., and 
asking for Current Population Re- 
ports, P-25, Numbers 193 and 194. 

Ike’s economic advisers now rate 


inflation as the nation’s gravest fis- 
cal problem. To combat it, they want 
the Congress to declare “price sta- 
bility” a permanent federal economic 
goal. 

Since 1946, the only such goals on 
the law books have been maximum 
production, maximum employment, 
maximum purchasing power. 
Now, inflation may be added to the 
list of major economic problems for 
which Washington is to seek force- 
ful solution. 

Controlling inflation is going to 
be as serious a problem as inflation 
itself. Many businessmen,  partic- 
larly those who make their profits 
from investments, frankly do not 
want it controlled. 

Assuming it should be controlled, 
however, the big question is this: 
How far should Washington go in 
exercising anti-inflation powers? 
Ike suggests the creation of govern- 
ment committees. They would exer- 
cise moral suasion only. But there 
are many in Congress who want to 
empower the government to pass on 
all price rises posted by steel, metal- 
working, and other basic industries. 


and 
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Injustice here is that costs, such as 
labor, would continue to rise. Only 
prices would be held down by Wash 
ington. 


Every year, there are about 850,- 
000 additional households in the 
United States, the U. S. Census Bu- 
reau calculates. 

Nationwide, there are now about 
6,800,000 households in the U. S., 
which is 16 per cent more than there 
were in 1950. (U. S. population is 
rising at the rate of 15 per cent a 
year, so we’re setting up new house- 
holds at a faster rate than we are 
adding to the population. ) 

City households gaining by 
about 1,000,000 a But farm 
households are shrinking in number 
by about 140,000 a year. 

Three per cent of all married 
couples do not maintain their own 
households, according to the Census 


are 
year. 


Bureau. They are “doubling up” 
with other couples or with the old 
folks. (In 1948, seven per cent of 


all married couples were “doubled 
up” with other families. ) 
Democrats in Congress are getting 
testy over the “spender” label that’s 
been stuck on them. Big-volume mail 
from the voters, plus needling from 
some Republicans on the subject of 


spending, is getting under their 
skin. 

They're defending big spending 
on the grounds that ‘the voters 


want it,” but at the same time they 
are quietly beginning to trim down 
some of their more ambitious spend 
ing projects. 

Example: Democrats first voted a 
whopping $565 million to build air 
After their mail, 
they trimmed this to $465 million 
a large cut, but still way over the 
$200 million programmed for this 
purpose in the Eisenhower budget. 


ports. reading 


Cowboy Boots for 


the Whole Family 


(CONTINUED FROM PAGE 43) 


necessary. The stock includes a wide 
variety of sizes and styles, both in 
pointed toes and round toes. The 
vamps and uppers, in many cases, 
are in plain black and brown. These 
are in utility intended pri- 
marily for long wear and in many 
cases worn by non-riding purchasers. 

A major portion of the stock shows 
marked variation from the plain 
styles. The vamps_ include plain- 


boots 


welted, side walls, stitched and wing 
tips. The uppers are embossed, deco- 
rated, scalloped and stitched, mostly 
in showy contrast. A good range of 
western boot style oxfords is avail- 
able. Most of these have pointed toes 
and high heels. Among the purchas- 
ers of these are the square dancers. 
The best lines at Western 
Outfitters are infants, $3.95; chil- 
dren’s, $4.95 and up; women’s, 
$10.95; and men’s, $16.95. 

The has a frontage of 60 
feet, most of which is devoted to 
window space. Many new sales origi- 
nate from the window displays. 
About 70 different styles are always 
shown, along with other western 
wear, but the boots dominate the dis- 
plays because of their wide range 
of color. Each boot has a card show- 
ing the retail price, usually in the 
low and medium range. The card also 
number, which en- 


selling 


store 


shows the stock 


ables the customer to indicate the 
boot he is interested in. 
Western Outfitters’ main promo- 


tional effort is on Western wear, not 
simply boots. Small newspaper space 
is used for this purpose and there 
are weekly TV spot plugs. But at 
opportune times boots themselves are 
pushed, usually the time the 
nearby county fairs and rodeos are 
for six weeks at 


about 
open, In addition, 
Christmas, 
fairly large space in the local papers. 
The appeal is for gifts, particularly 
for children and women. During this 
period, sometimes 35 to 40 boot sales 


boots are advertised in 


a day are made. 
Western Outfitters 
competition in this field. A few local 
stores feature boots during the holi- 
days but their often 
higher and their size range and style 
assortment are not as complete. 


has no real 


prices are 


Although some boots are obtained 
from other mekers, most of the sales 
are on boots from Acme, Justin and 
Fry. Occasionally orders are taken 
for special boots and sent to the sup 
pliers. Some of these are for men 


with slight foot deformities and 
others are for members of sheriff 
posses, who order boots with their 


insignia. 


Haase & Company Moves 
JERSEY CITY, N. J.—Warren M. 
Haase & Company, makers of fut 
for the boot, shoe and 
slipper trade, has moved to larger 


accessories 


quarters at 40 Essex St., Jersey 


City. 











Have You Checked Your 
Credit Rating Lately? 
(CONTINUED FROM PAGE 49) 


tests, the other three C’s make little 
difference. 

Capital comes next. Inexperienced 
businessmen often expect the bank 
to provide the lion’s share of their 
financial backing. You probably 
will not get very far with your loan 
application unless you are willing to 
back your own confidence with a per- 
sonal investment in reasonable pro- 
portion to your existing and pro- 
posed debt. 

Collateral, bankers say, does not 
make a bad loan good, but it may 
make a good loan better. Banks do 
not like to foreclose; they are less 
interested in the price your inven- 
tory, real estate or other assets 
might bring in a forced sale than 
they are in your normal ability to 
repay. 

Conditions refer to the influence 
of business trends in general and 
the tightness or easiness of credit. 
Of course, your banker will know 
a great deal about the economic cli- 
mate of your community and will be 
interested in your prospects in rela- 
tion to it. 

Supplying the basic information 
about your business history should 
not be difficult. In small towns 
bankers sometimes know local busi- 
nessmen so well they can fix their 
credit limits without seeing a loan 
application. But the larger the town 
or bigger the loan, the more details 
you will be expected to give, and this 
is where the banker may require 
complete, accurate and dependable 
financial statements. 

On a new loan you may be asked 
for statements covering past years 
as well as the current period. While 
most businessmen can provide a bal- 
ance sheet of some sort, they are 
likely to have trouble when asked to 
supply income—or as they are some- 
times called, profit and loss—state- 
ments. The balance sheet tells your 
banker approximately what your 
business is worth, your working 
capital position and so forth. Your 
income statement adds information 
about your sales, margin of profit, 
earnings and trend of your financial 
activities. 

It goes without saying that pro- 
viding authoritative financial state- 
ments and answering questions about 
them can prove difficult without pro- 
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fessional accounting advice. Bank- 
ers are not impressed when business- 
men give them information in round 
numbers or from memory. They 
want financial data in writing and in 
language they can understand— 
which means in accordance with ac- 
counting principles that other busi- 
nessmen use and endorse. 

That’s where a certified public ac- 
countant comes in, and as one banker 
puts it: “A borrower can save a lot 
of time and get off on the right foot 
with us if he can refer us to his 
CPA.” 

Bankers know that certified public 
accountants are professionally bound 
to high standards of conduct and 
competence. For example, under a 
recent addition to the professional 
accountant’s code of ethics, a banker 
is assured that statements signed by 
a CPA will contain either an unquali- 
fied or qualified opinion or will dis- 
claim an opinion entirely as to the 
fairness of your financial condition. 
There can be no burying facts, be- 
cause if a CPA withholds his opin- 
ion, he must explain why he has done 
so. 

For unsecured loans of $10,000 or 
more the tendency in banking circles 
today is to require an audit by a 
CPA. Take your CPA with you 
when you go to the bank to discuss 
the loan. Then, if an audit is neces- 
sary, you, your banker and your 
CPA can agree on the information 
to be submitted. 

Beware of attempting to restrict 
the scope of an audit. The audit is 
made so that the CPA can express 
an opinion on your financial state- 
ments. If you limit the extent of 
his investigation, he may be forced 
to disclaim an opinion on the fair- 
ness of your statements. Bankers 
prefer to receive “clean certificates,” 
ones which the CPA has certified 
with no qualifications. In many 
cases he cannot do this unless he is 
permitted to observe inventories and 
confirm accounts receivable. 

Too, bankers know that the ma- 
jority of business failures—and bad 
loan risks—are caused by a failure 
to keep adequate financial records 
and install business-like accounting 
systems. It eases a creditor’s mind 
to know that a CPA will be advising 
the businessman on cost controls and 
telling him how to avoid unneces- 
sary scrapes with the tax collector— 
another factor which bears on your 
credit standing. 





When a banker analyzes your fi- 
nancial statements, he is assessing 


your economic health. Here are 
some of the ratios or standards 
which he uses—and which you can 
calculate yourself—to determine 
your chances of getting a bank loan: 

Current ratio—current assets di- 
vided by current liabilities; should 
usually be at least two-to-one, but 
special circumstances are sometimes 
considered. 

Quick assets to current debt— 
cash, receivables and other ready 
cash items divided by current debt; 
one-to-one is the rule-of-thumb, but 
this too is flexible. 

Debt to capital—money owed to 
creditors compared to owner’s money 
in the business; the lower the ratio 
the better. 

Fixed assets to capital — real 
estate, buildings, fixtures divided by 
net assets; ratio should be kept as 
low as possible to avoid depleting 
working capital. 

Inventory to working capital— 
shows percentage of working capital 
tied up in inventory; abnormally 
high ratio may result in shortage of 
liquid working capital to meet other 
expenses. 

A seemingly unnecessary piece of 
advice to any borrower is to cooper- 
ate with his bank. Yet, many appli- 
cants will give information grudg- 
ingly or throw hurdles in the bank- 
er’s way. There is no reason to 
withhold information on which the 
bank depends for a decision on your 
loan. At best, this attitude will only 
delay your loan; at worst, it will 
lose it altogether. 





Official Committee to Study 
Shoe Wages in Puerto Rico 


SAN JUAN, PUERTO RICO— 
Shoe industry wages are headed for 
a rise. The U. §S. Department of 
Labor has appointed a special com- 
mittee of businessmen, employees 
and public representatives to study 
wage problems in the local shoe in- 
dustry and to recommend new rates. 

The present minimum for workers 
in the shoe and related industries 
here is 55 cents an hour. 

Public hearings will be held in 
April. Persons wishing to submit 
suggestions should file them (11 
copies) before March 22 with the 
Administrator, Wage-Hour Division, 
U. S. Department of Labor, Wash- 
ington 25, D. C. 
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Added femininity results when 
SHUGOR at the throat shirrs 
the vamp and produces a soft 


supple effect. 


Novel TAYLOR 
materials and cleverly 
applied SHUGOR are 
here combined to delight 
the eye and flatter the 







Something new. 


foot. Yes, sir, eyes will en a ; 
pop and cash registers SHUGOR front 
will jingle when she eyes panel bearing a 
this triumphant trio beautiful floral : 
design with all 
As fascinating as Fiji. A the artistry of a 
fantastic slip-on of light delicate tapestry. 


grey, delicate green, 
and cool white, knit 
fringed Straw. 


by THOMAS TAYLOR & SONS 
HUDSON, MASSACHUSETTS ‘ 
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Inside Shoe Business 
(CONTINUED FROM PAGE 53) 


experienced shoemen, and the indus- 
try itself, believes these popular 
myths and theories to be fact. And 
so, by constant exposure to this 
flow of misinformation, the public 
too believes the fancies to be facts. 

This has been going on for dec- 
ades, even centuries. The neglect of 
this tremendously important area 
has resulted in the firmly rooted and 
fertile growth of a popular mythol- 
ogy about feet and footwear. 

And right here a disturbing ques- 
tion needs to be asked: Is the shoe 
industry fulfilling its responsibility 
to seek out and establish the true 
facts about feet and footwear? If 
we accept the popular “statistics” 
that 80 per cent of Americans ex- 
perience foot ills or are foot-defec- 
tive, then this could stand as a seri- 
ous indictment of our industry, our 
products, our fitting services. If, on 
the other hand, we challenge the 
statistics (and I’m one who does), 
then the old statistics must be re- 
placed with the new. And that be- 
comes an industry undertaking. 

An industry 


“research program” 





pride 

in each 
other’s 
company 









WEYENBERG #2083-1 
@ Bermuda tan moccasin-type oxford 


@ Steel shank, leather covered 
innersole 


@ Vul-Cork Micro-Cell _ 
Cushion Neoprene Sole 


. so light, 
so flexible, 
so resilient, 
you can roll it up 
. right in the palm 
of your hand. 


has been talked about for years. It 
may one day—and we hope before 
not too long—become a reality. But 
until it does, we can expect to be 
without defense against the con- 
tagious myth and fancy and old 
wives’ tales concerning feet and 
footwear, and so prevalent in the 
public mind. 

As an industry, we’ve become 
deeply conscious of the need and 
value of public relations. One of 
the best launching sites for such a 
program would be a program to 
separate, once and for all, the fact 
from the fancy about feet and foot- 
wear. 


Profile 


(CONTINUED FROM PAGE 38) 


Five years after E. C. Orr took 
over the presidency of the company, 
he opened a branch in one of Cin- 
cinnati’s upper middle class neigh- 
borhood business centers. This was 
the first independently owned 
“downtown” retail store to venture 
into the suburbs. Since then, four 
other outlets have been opened... 
three in shopping centers and an- 
other “along the street” among 
neighborhood merchants. In adding 


this last store to the group, the 
Orrs created a bit of a stir... since 
the location selected is in an older 
community and only a few miles 
distant from two giant shopping 
centers now under construction. 

Their explanation is a simple one 
and gives some insight into their 
basic approach to merchandising. 
“First,” says E. C., “Potter’s is not 
wedded to the shopping center idea, 
although we operate successful 
stores in such locations. Secondly, 
the location we selected is a large 
business area, well-established and 
with adequate parking facilities. We 
believe the proximity of the new 
plazas will actually help our busi- 
ness. After all, a shoe store is a 
family shopping place unlike many 
businesses in concentrated shop- 
ping areas. A shoe store must es- 
tablish a personality . . . become 
part of the community it serves. 
This can be accomplished more 
readily when an established iden- 
tity, such as The Potter Shoe Com- 
pany, stands alone rather than be 
lost in a huge assemblage of diver- 
sified stores and services.” 

In the division of responsibility 

(CONTINUED ON FOLLOWING PAGE) 
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covering the administration of this 
growing number of retail outlets, 
E. C. Orr manages the parent store, 
with headquarters in the five-story 
downtown building facing Cincin- 
nati’s historic fountain square in 
the heart of this million-plus mar- 
ket area. Jim concentrates most of 
his efforts on keeping the branch 
stores functioning efficiently and 
profitably. 

Father and son do most of the 
shoe buying . . . both of them han- 
dling the men’s shoes which include 
Wright Arch Preservers, Stacy- 
Adams, Johnston and Murphy, Win- 
throp, Elevators and Potter’s own 
brands. Jim is also responsible for 
the women’s and children’s shoes. 
These lines cover: Red Cross, 
Troyling, Edith Henry, Allures, 
Laird Schober, Caressa, Penobscot- 
Trampeze, Heydays, Dr. Locke, Hill 
and Dale, Oomphies, Nite Aires, 
Kedettes and own brand names. 
Stride-Rite, Lazybones, Rocking- 
ham, Blinkies, Gerwins and Ke- 
dettes, are some of the children’s 
lines carried. 

An indication of how the com- 
pany discharges its responsibilities 
to the community and, at the same 
time, contributes to the business of 
retailing is the “James Potter Orr” 
scholarship sponsored by the firm. 
Long before the Sputniks put an 
emphasis on the need for subsidiz- 
ing the education of worthy 
students in the United States, the 
Potter Shoe Company established 
an education fund of $5,000, to be 
distributed over a period of ten 
years to qualified students majoring 
in marketing. Two such students 
are now receiving aid from this 
fund while attending local univer- 
sities. 

There is scarcely a single impor- 
tant project of a civic or charitable 
nature in which E. C. Orr hasn’t 
had a part, including chairmanship 
of such all-area campaigns as the 
United Appeal for the Community 
Chest and Red Cross and the United 
Fine Arts Fund annual drive. Jim, 
too, does his share on an equally 
impressive list of worthwhile 
projects. 

As third and fourth generation 
representatives of what is now the 
oldest and largest family owned 
shoe store operation in the midwest, 
this father and son team continues 
to face today’s competition with a 
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blending of the “solid, old-fashioned 
good merchandise, courteous ser- 
vice and unquestioned integrity” 
together with an alert, intelligent 
and aggressive merchandising pro- 
gram. 





Retail Trade 
(CONTINUED FROM PAGE 57) 


Late Winter Bluster 
Blunted Denver Selling 


INCLEMENT weather deterred 
Denver area shoe retailers from 
ringing up one of the best early 
March sales totals in recent years. 
On sunny, mild days women 
thronged the shoe shops with money 
to buy new shoes. Children’s shoe 
business had started to spurt by 
early March and men’s shoe busi- 
ness, especially in the higher-priced 
lines, was good. Most retailers on 
both east and west slopes of the 
Colorado Rockies reported they were 
even-to-ahead of the same period in 
1958. 

Buying in all lines pointed to cer- 
tain trends which were expected to 
gain impetus as the spring months 
wore on. First, in women’s shoes, 
there was an increasing demand for 
bone shade, although black patent 
loomed No. 1, and in fashion shoes 
($32.95 to $36.95), a growing in- 
terest in brown shades, ranging 
from ivory to deep pecan. 

Second, a growing hunger by 
women for open shoes was noted in 
various shoe stores in the popular- 
priced and high quality brackets, 
with a sell-out of slings and Spring- 
o-lators, where they were promoted. 

Third, lightness has hit the chil- 
dren’s shoe business across the 
board, with increasing demand for 
the new cement constructions and a 
stress on lightweight and light ap- 
pearance rather than durability. 

Fourth, a rejection of the pointed 
toe is noted in girls’ shoes and a 
growing demand for the modified 
toe, even among teenagers; and 
fifth, white buck is at last dropping 
off in boys’ shoe business, with a 
growing interest noted in black 
shoes with white plugs and in grey 
or all tan buck shoes. 

Easter business, especially in 
women’s and children’s shoes, was 
expected to hit its highest peak 
starting March 15, when leading re- 
tailers of the entire community were 


co-operating with The Denver Post 
in a special spring shoe section. 
While black patent is expected to 
continue in first place through March 
colors were gaining in importance. 
One large salon reported lustre calf 
as its leading material, selling in all 
spring colors, led by bone and fol- 
lowed by yellow, orange and pastel 
blue. 

The same shop reported a big 
business in a $24 loop sling shoe 
with wide-mouthed open toe in 
beige, with dark brown treatment 
and a bow set with an amber stone. 
In closed pumps with 23/8 heel, a 
best-seller has been a $15.95 Samba 
number in black patent, and blue, 
red and green smooth leather. Pastel 
lusters with 24/8 heels were selling 
well in many shops. A top number 
in another downtown store was a 
silk suede closed pump in beige or 
grey, retailing at $18.95 with match- 
ing bag at $15.95. 

“The consumers are changing rap- 
idly away from pumps and into open 
shoes, and I think the manufacturers 
had better hop on the bandwagon— 
and quick!” said a large retailer in 
the mountain states area. He added 
that $16.95 Spring-o-lators were sell- 
ing “like free” into March, in black 
patent, candy stripe fabric, pink, 
yellow, white, orange, melon, baby 
blue and burnished brass lustre kids, 
as well as in bone, red, navy and 
black calf. 


In mid-heel slings, several stores 
reported volume sales in clear Vinyl- 
ite with patent or with bone in a 
range from $10 to $17 retail. An- 
other shop was surprised at the re- 
ception given a $24.95 one-strap in 
both black patent and bone calf, with 
pointed toe, a small rhinestone 
buckle and with 24/8 stiletto heel. 


While men are not “Easter con- 
scious” in these parts, shoe business 
in the quality lines has been surpris- 
ingly good, with browns increasingly 
important. In several shops, coffee 
bean was still top color. In one 
downtown men’s store, there was ex- 
cellent business in a_ three-eyelet 
brown llama calf leisure shoe, selling 
at $26.95 and in a $28.95 three-eye- 
let hand-sewn deep brown smooth 
calf and dressy black calf shoe. In 
lower-priced lines, best-sellers in- 
cluded brogue types in heavy shoes, 
and swirls and pillow-stitching in 
light-weights. @ @ @ 
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Announcing new brown tones 
in Official Girl Scout Shoes 







OXFORD $9.95 
slightly higher 
West of the Rockies 
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2-STRAP 
BROWNIE SCOUTS $8.45 
slightly higher 

West of the Rockies 



















These new brown shoes 
give interest and excitement 

to make both the oxford and 
the loafer the best-looking shoes 
that follow the rigid 


standards of Girl Scout 


hoe OV bucto 
quality and design. ‘ 6" G "C f 


Reg.US. By G.S. Write us for the name 
Pat. Off. of USA r) of your nearest dealer. 
THE OFFICIAL APPROVED SHOE ® 
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Friendly Shoe Company ry Division of General Shoe Corporation & Nashville 3, Tennessee. 
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Manufacturing 


(CONTINUED FROM PAGE 59) 


LOOKING ATIT SQUAREL’ It is felt that there is a trend back to the opened up 

ser a ee family group. For the past three years they have dropped 
. : to the background with the exception of evening shoes. 
The interest has now turned toward this type of merchan- 
dise and the sales should start on a steady increase. 








ug ie es debe White dyeables in linen and satin are going strong. re 
i constru i and taste, i new | : . . ° ° : 
Ee} coun 8 od » of this v Bass | These are used in conjunction with dyeable bags. The 
Weejun* Tie for men? ee | strength of these is brought about by the spring fashion 
Looking: at it fairly ... try a tie-ing¢ promotion | of oe straight up and down look; matching hat, dress, bag : 
ur springboard to livelier selling. : | and shoes. . 
” In the teenage lines, jags are still a good steady source 


of reorders. Black patent flats with various trims are tops 
for dress shees. Bright colored calf flats or small heels are 


#This Advertisement will appear in | starting to pick up. For teen boys the slip-ons, ripple sole 
oxfords and the new standard desert boot are still strong. 
MESQUIRE ....... June The new square toe has taken over in the men’s dress 
shoes. Burnt ivory chukka boots have brought in good 

@ SPORTS ILLUSTRATED. June!t1 re-orders. 


@ NEW YORKER a =. aes 


New York State 


Style 6110 — Fine grain leather; | UpsTaTE New York shoe manufacturers now rounding 


out an active first quarter are more-than-a-little curious 





Featured two-eyelets; double leather inter 
how the post-Easter period will shape up. A few producers 
soles and heels; popular square si ST ae ; sey 
: have uneasy feelings that some of the business booked in 
Shoe: toe — in Tobacco Leaf Brown. recent months may have been borrowed from the late 
Also in Black (#6111). spring season. 


Manufacturing sentiment has been considerably stronget 
than that of some retail spokesmen during the recent past. 
Factory spokesmer. present convincing indications that 
current orders, backlogs and production are ahead of a 
year ago. The most negative factor is the flatness of retail 
business and caution displayed by shoe retailers in cer- 
tain areas. 

Manufacturers’ executives explain that such soft spots 

are relatively few and far from typical. Overall sales figures 
for manufacturers obviously show that increased bookings 
from most cities and areas are more than enough to over- 
come shortages in slow areas. 
As expected, annual reports of several manufacturers 
| reflected difficult conditions last year. Merchandising execu- 
tives do not appear over-optimistic in pointing out that 
most of last year’s poor showing related to the first six 
months, and that the fall and winter seasons have witnessed 
a general reversal of the earlier trend. 

The inventory position of an important manufacturer 
bears out statements that things are looking up. Stocks of 
finished shoes are down considerably from a year ago 





Who could ask for anything more 
than the incomparable comfort, styling, 


construction, and good taste of this ° | while footwear in process of manufacture is up, reflecting 
wonderfully wearable new Bass better orders. 
Weejun* Tie. New Brown deather And there is the unbiased report of the State Labor ; 


shoes, with spparel Blaes. Department which shows shoe factory employment to be 


| 
| moderately higher in contrast with the trend in heavy 
| 
| 





industries. 

Factories are readying fall and winter lines. which in 
some cases are presented to sales representatives in April. 
Some of these lines are pretty well set, others await final 
decisions. 

Volume manufacturers reported a strong shift from calf 


originators of Weejuns* 





— G.H. BASS 4 CO., 46 MAW ST., WILTON, MAINE 


Sales Come 





Naturally | : : 
When You to less expensive leathers in an effort to control costs and 
| maintain price brackets. This seems to indicate a go-slow 
Feature | attitude toward further price increases, and recourse to 
| down-grading of materials. 
Se Originators of Weejuns* ; —_— 
. An early New England sumptuary law forbids men of 
G. H. BASS & CO., Dept. BS-3, Wilton, Maine »* 614 Marbridge Bldg., N. Y. C. 1, N. Y. “mean estate” from wearing “immoderate greatboots.” 
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THE GENERAL TIRE & RUBBER COMPANY 
GUARANTEES BETTER PRODUCTS, 
BETTER SERVICE TO ITS 

CUSTOMERS IN THE SHOE TRADE 


We have successfully completed the integration of quality products for 
the Shoe Industry formerly manufactured at our Respro Division in 
Cranston, R. I., into our plastics manufacturing operations at our 
Textileather Division in Toledo, Ohio. Key Respro sales, and production 
employees, as well as essential equipment, have been moved and are 
functioning at Textileather. 

This move was necessitated in the interest of greater economy and 
efficiency. We are confident that our customers will benefit in product 
improvement and better service which have been Textileather’s trade- 
marks in the many years it has been in the plastics business. 

Our customers in the Shoe Industry will continue to be supplied 
through our long established sales outlets. This service, backed up by 
improved manufacturing ‘“‘know-how” and product research and de- 
velopment, should be faster and more effective than ever. 


To our customers in the Shoe Industry, our pledge is continual prod- 
uct improvement through research and development, with service better 
than you have ever known before. 


J. E. POWERS, 


Vice President 


THE GENERAL TIRE & RUBBER COMPANY 


March 15, 1959 
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A Cheek List for Publicity 


by PAUL LOCKWOOD 


ARE YOU getting all the local 
publicity you need? 

Are your name and your shoe store 
mentioned in the local news every 
time you do something newsworthy ? 

Chances are good that your an- 
swers will be “NO” to both of these 
questions. Most shoe retailers do not 
realize how many opportunities for 
good local publicity they have dur- 
ing a year. 

You make news—get your share 
of local publicity! 

Here is a check list of newsworthy 
items that can give you and your 
shoe store legitimate publicity: 


Personal Publicity 


Names make news. Your name, as 
one of the leading merchants in your 
community, is newsworthy. You and 
vour family do things that are of 
interest to others and will give you 
good publicity for your shoe store. 
Consider these news items: 
—When there is a birth in your 

family. 

—When there is a marriage in your 
family. 

—When your wife is elected to some 
office—church, club, or school. 
—When you and your wife enter- 

tain friends in your home. 

—When former residents of your 
community return for a visit with 
you and your family. 

—When you and your family take 
a vacation trip—before you go 
and after you return. 

—When you have a special wédding 
anniversary—twenty-fifth or fifti- 
eth. 

—When your children leave town to 
attend college. 

—When your children receive any 
special recognition at college— 
sports, drama, music, scholastic, 
etc. 

—When your children return home 
from school for a holiday vaca- 
tion. 


Employe Publicity 
Your area of publicity opportuni- 
ties is multiplied by the number of 
employes you have in your firm. All 
of the items listed for your personal 
publicity can be used when they ap- 
ply to your employes. 
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In addition, there are many news- 
worthy employe events that can give 
your shoe store valuable publicity. 
For instance, 

—When you hire a new shoe sales- 
man or bookkeeper. 

—When one of your employes is pro- 
moted in your store. 

—When some of your employes en- 
gage in some sports event—base- 
ball team or bowling team. 

—When there is some employe group 
entertainment — picnic, dance, or 
dinner. 

—When you have a sales contest for 
your employes. 

—When you set up some new type 
of compensation plan for your em- 
ployes—bonus, profit sharing, re- 
tirement, etc. 

—When your employes participate 
in some type of training program. 

—When your employes attend any 
type of business meeting in the 
shoe industry. 

—When one of your employes re- 
ceives personal recognition for 
some outside activity. 

—When an employe leaves your firm 
—retirement or moves to a new 
community. 


Management Publicity 


As one of the leading merchants 
in your community, people are in- 
terested in what makes your shoe 
business “tick.” Naturally, you will 
not reveal any trade secrets, but 
your management ability is news— 
good publicity for your shoe store. 

Consider, for example, these ideas 
of management that will give you 
good news releases: 

—When you establish some new type 
of service for your customers. 
—When you install some new busi- 
ness system (credit) for your 

shoe store. 

—When you install a new depart- 
ment in your shoe store. 

—When you purchase and _ install 
new equipment in your store or 
office. 

—When you expand your business— 
more area, parking lot, or branch 
store. 

—When you move your shoe store 
to a new location. 

—When you have some special an- 
niversary of the founding of your 
shoe store. 


—When you make a trip to a fac- 
tory or to the market to review 
your season’s plans. 

—When you win a company contest 
or receive some other recognition 
for your management ability. 


Shoe Industry Recognition 


Newspaper editors are sometimes 
amazed when they find out that a 
local businessman has received some 
national recognition. Not because 
the editor does not feel the shoe mer- 
chant has the ability, but because it 
was kept a secret on the local scene. 

National recognition you receive 
is good. But, it can be more valu- 
able if you let local people know 
about it. Local publicity of your na- 
tional recognition will do it for you. 

As a case in point, here are sev- 
eral opportunities for local publicity 
of national recognition: 

—-When an article about your shoe 
store appears in your magazine. 
—When you attend a shoe retailer’s 

convention in another city. 

—When you are elected to an office 
in your shoe merchant’s associa- 
tion. 

—When you give a speech at your 
association convention. 

—When you are asked to express 
your opinion on the retail shoe 
business. 

—When your advertising receives 
some recognition on a _ national 
basis. 

—When you or one of your employes 
wins a prize in some nation-wide 
competition. 

—When your current window dis- 
play is novel enough to be news- 
worthy. 

—When you are asked to serve on 
a committee to study some prob- 
lem of the retail shoe business. 

—When you make a trip to visit 
other progressive retail shoe 
stores in other cities. 


Civic Activity 

Newspapers, as a matter of policy, 
usually cover all civic events. A shoe 
retailer who is active in civic affairs 
will automatically receive plenty of 
publicity. Here, for instance, are 
some events that will put your name 
in the news: 
—When you are elected to an office 

in a service club or lodge. 
—When you give a speech or intro- 

duce a speaker at some banquet. 
—When you are active in your work 
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for a local charity. 

—When you work for a parade com- 
mittee or enter a float in a local 
parade. 

—When you donate or install a win- 
dow display to give on-the-street 
publicity for some local event. 

—When you work with a local fair 
committee or enter an exhibit in 
a fair. 

—When you do anything with your 
local schools—school board, advis- 
ory board, etc. 

—When you work with any local 
youth organizations—Teen Club, 
Boy Scouts, ete. 

—When you feel strongly enough 
about some civic issue to write a 
letter to the editor of your news- 
paper. (This is dangerous if any 
of your good customers are on the 
opposite side of the issue.) 

—When you are elected to some 
civic office—mayor, city council, 
ete. 

You are in the news—more than 
you think! You have just reviewed 
more than one -a- week news items 
that will give you valuable publicity. 
You make the news—let the world 
know about it! 


Semi-Self Service 


in California 
(CONTINUED FROM PAGE 51) 


“Many people prefer to fit them- 
selves when they are sure of their 
sizes. Here,’ he further explains, 
“everything is before the buyer’s 
eyes. We have all sizes; from the 
narrowest to the widest; from the 
largest to the smallest.” 

For positive sales checking Tower 
of Shoes has a Victor cash register 
that is custom-made for their oper- 
ation, with twelve department keys: 
ladies’ shoes, men’s shoes, children’s 
shoes, boots, slippers, accessories, 
ete. 

Besides printing the retail price 
and tax of each sale, this special 
register has a code system that re- 
cords the wholesale cost code of each 
item sold at the time the sale is 
made. 

Working in conjunction with this 
custom register is a Victor Mark-O- 
Matic which prints detailed price 
labels that are attached to the mer- 
chandise. From these labels clerks 
“ring-up” the wholesale cost code as 
well as the retail price. 

With such a large assortment of 
shoes to select from and the ease in 
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which they can be purchased, there 
has been unusual success in custom- 
ers buying several pairs at a time. 
An added convenience is a credit 
policy, so the customer may pay on 
time if he wishes. Purchases are 
made at the check stand near the 
entrance of the store. 

Spaced every twenty feet along 
the glass counters are intercom in- 
struments. There are also inter- 
com connections in the back office, at 
the cashier’s stand and in the ware- 
house room where the overstock of 
shoes is kept. “After a pair of shoes 


is sold,” says Mr. Filler, “the clerk 
stationed behind the glass counters 
immediately calls the warehouse by 
use of the intercom. The stock man 
brings out the pair asked for and 
replaces it in the correct spot.” 
The intercom system was used 
very successfully during a large sale 
recently. Announcements were made 
periodically throughout the day to 
the large crowds of shoppers to di- 
rect them to certain areas of the 
store for particular sale items. 
Outside at the front left corner 
(CONTINUED ON PAGE 73) 





SAILCLOTH SHOES 


priced for volume! 


5051- Blue sailcloth tie, cement con- 
struction, crepe rubber soles. 

D width 4-8, 8! .-3—1.80. 

8051 Red, same as +5051 


SIZES 4-8, 
84-3 at 


$1.80 C width 4-8, 8!-3—1.80. 


8046 —Red, same as #5046. 





Sp Mailer QUALITY 
4680 Brown leather Bonweilt 
sandal, Neolite soles 
B 5'5-8:C,D4-8 
B.C, D 8'4-12- 2.40, 
6680 White, same as +4680 


8680 — Red, same as +4680 


4490 All brown leather play shoe, ce- 
ment construction, white Neolite soles 
C, D 5'.-8 1.90; C, D 8'5-3—2.48. 
$490 — Blue and white, same as #4490 
8490 — Red and white, same as #4490 


5046—Blue sailcloth strap, cement 
construction, crepe rubber soles. 


GREENUP, ILL. 


71 





International Cooperation in Action: 


American, 74, Helps Indonesia Plant Expand 


DJAKARTA, INDONESIA — A 
veteran American shoe production 
man has just returned to his home- 
land after helping boost shoe produc- 
tion at a Bandung factory site from 


50 to an expected 500 pairs a day. 
Seventy-four-year-old Joseph C. 
Goyette, of Haverhill, Mass., who 
entered the shoemaking business in 
1898, helped shoe workers of this 


East Indian country in setting up 
an attractive, modern, one-story 
brick factory equipped with shoe- 
making machines. The production of 
the new plant will be sufficient to 
provide all the railway employees of 
Indonesia with new work shoes. 

Mr. Goyette came here under the 


sponsorship of the International Co- 
operation Administration of the U.S. 
Department of State. He worked 
with the Social Welfare Organization 
of the Indonesian Raflway Workers 
Union, which had been turning out 
50 pairs of shoes a day by hand. 

Mr. Goyette also assisted in select- 
ing five Indonesian shoe production 
men who will be sent to the United 
States this year for further training 
in machine usage, upkeep and repair. 
They will also visit shoe factories 
and union cooperative organizations 
while in the United States. 

After becoming intrigued at the 
shoe production machinery being in- 
troduced at the turn of the century 
Mr. Goyette left his father’s hand 
shoemaking shop and joined a Haver- 
hill company making shoes by ma- 
chine. In 1936 he moved to job 
evaluation and time study work for 
shoe workers’ union. At the in- 


Joseph C. Goyette, 74-year-old shoe production man from Haverhill, Mass., demon- 
strates newly installed shoemaking machinery at opening of a new shoe factory 
in Bandung, Indonesia. The factory was constructed under the auspices of the 

International Cooperation Administration of the U. S. State Department. a 











TO WOMEN 
CUSTOMERS 


POINTOE 


CUSHION 
INSOLES 


Here's absolute comfort for the fashion-conscious woman 
(who isn't these days?)! The new POINTOE insole fits per- 
fectly into Italian style, pointed-toe shoes. Gives quick relief 
to tired feet, cramped toes, callouses and corns on bottom of 
feet, sore, tender heels. Miracle Vi-Foam* absorbs shock of 
each step. Contains no rubber. Electronically sealed edges 
won't bulk. Shoe-matching colors. Women's sizes 4-5-6-7-8- 
9-10; Beige, White, Black, Pink, Gray, Blue. Packed two dozen 
assorted sizes and colors. Retail $1.00, Whis. $8.00 doz. 


THE SCHOLL MFG. CO., Inc. 
213 W. Schiller, Chicago * 62 W. 14th St., New York * 3223 £. 46th St., Los Angeles 


BY APPOINTMENT 
TO THE LATE 
KING GEORGE VI 
MELTONIAN CREAM 


MELTONIAN 
CREAM 


Not a pore-clogging paste. It creams 
and nourishes leather and gives a high, 
preserving, non-cracking shine. 




















If you sell good shoes—Stock Meltonian 


AGENTS 


SALOMON & PHILLIPS 
460 4th Ave New York 16, N. Y. 
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ception of the Mutual Security Pro- 
gram he volunteered to provide tech- 
nical assistance abroad. 

Since then Mr. Goyette has helped 
introduce modern shoe production to 
nations in Europe, Latin America 
and Asia. Asked why he continues 
these grueling international technical 
assignments at his advanced age, he 
replied, “You might say I’m like the 
cowboy who wanted to die with his 
boots on.” 

Although Mrs. Goyette has accom- 
panied her husband on many of his 
assignments, she remained in Haver- 
hill during his stay in Indonesia. 


Semi-Self Service 
in California 

(CONTINUED FROM PAGE 71) 
of the building is a fifty-foot re- 
volving neon tower. Entrance to the 
store proper is made through the 
lower section of this tower. Inside, 
attractive wooden hand rails section 
off the entrance from the exit side. 
By this method customers with pur- 
chases to make are automatically 
guided to the cashier’s counter. 

The inside selling area, 75 by 140 
feet, is completely carpeted in brown 
tweed. There are 240 feet of solid 
glass showcases; 120 feet on each 
side stretching from the front to the 
rear of the store. Men’s and boys’ 
shoes, as well as work shoes and rid- 
ing boots, are displayed on one side. 
Small children’s shoes, girls’ and 
women’s shoes are shown on the 
other side. 

Soft music, plenty of open space 
and sparkling glass give every pair 
of shoes the most luxurious sur- 
roundings. A single line of leather- 
like cushioned fitting chairs parallels 
each line of showcases. 

With such a large selling area. 
Mr. Coey finds it possible to stock 
men’s work shirts and pants on open 
shelves near the men’s work shoes 
at the rear of the store. 

Costume jewelry is attractively 
displayed under glass in the center 
front of the store near the women’s 
shoes. Close by are women’s hand- 
bags. There are also two large cabi- 
nets, one facing the men’s side and 
the other facing the women’s side 
that house a complete line of Dr. 
Scholl’s foot needs. Socks, anklets 
and hosiery are set in attractive 
compartments in the rear center of 
the store. 
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Brown Shoe Divisions Set 
St. Louis Sales Meetings 


ST. LOUIS — Brown Shoe Com- 
pany’s selling divisions have an- 
nounced the dates for their spring 
sales meetings at which the new 
shoe lines will be shown and na- 
tional and collateral advertising 
presented. 

A company banquet in the Khor- 
assan Room, Hotel Chase, is 
planned for April 6 to kick off the 
entire sales meeting program. Air 
Step and Naturalizer divisional 


sales meetings will be held at the 
Coronado Hotel, April 6-9. At the 
same time, Robin Hood and Life 
Stride meetings will go on at the 
Park Plaza Hotel. 

United Men’s division will meet 
at the Congress Hotel, April 6-9. 
Roblee and Risque will meet at the 
Chase Hotel, April 6-9, while Buster 
Brown division will be at the Chase, 
April 6-8. 

Meeting dates and places for 
Smartaire and Propr-Bilt divisions 
have not yet been announced. 
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IN STOCK 


No. 64 Brown 
No. 645 Black 


atrained foot-fitting specialist 


to build a steady repeat business with Alden- 


Pedic shoes. Many family shoe stores successfully 





use Alden-Pedic shoes to satisfy “hard-to-fit” cus- 

tomers. Learn how our exclusive Foot-Balance™ 

program lets you do the same. 

Cc. H. ALDEN SHOE COMPANY 
Custom Boolmakers Since 1884 


BROCKTON, MASSACHUSETTS 
ee 
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Reasons Why 

J. W. Carter 

Offers You America’s 
Most Profitable Shoe Line 


For Men and Boys 


1. THE BROADWAY LINE 


Goodyear Welt Dress Shoes 
styled to appeal, priced to 
sell in volume, and offered 
on unusually attractive terms. 


KANGAROO AND 
KIDSKIN SHOES 


Thousands of men are so 
sold on the comfort of 
Carter KangarooandKidskin 
Shoes they will wear 

no others 


SERVICE AND 
WORK SHOES 


A full line of work shoes, 
built to last and priced to 
move fast, a real volume 
builder for any merchant. 


CARTER BOOTS 


A fast moving line of boots 
for these extra sales and 
extra profits. Priced for 
maximum volume. 


If you want to get the lion’s share of the men’s and boys’ shoe 
business in your area, the J. W. Carter line is the only line for 
you. For full details, see the Carter man in your territory or 
contact the factory today! 


J. W. CARTER COMPANY 


NASHVILLE 1, TENNESSEE 
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Twenty Per Cent in Work Shoes 
WOONSOCKET, R. I.—Work shoes account for 20 per 


cent of the men’s shoe pairage at Mongeau Shoe Store, Inc., 
30 Main Street, in the downtown section of this city. This 
record has been built up over the years without price cut- 
ting, giveaways, or major sales. 

Best sellers are in the $10 and $12 brackets, although 
the price range extends from $7.95 to $16.95. Emphasis 
is on one national brand. 

“Basically we sell work shoes by suggesting them, show- 
ing them, talking about them, displaying them, and adver- 
tising them,” says Aram L. Lamoureux, store manager. 
“This business depends entirely upon the consistency and 
the effectiveness with which the merchandise is kept before 
people. 

“A very important factor is that our men’s department 
is located in the basement, where it is entirely separate 
from the street-floor women’s and children’s departments. 
The stairway leading to the basement is located very near 
the front entrance so that men can reach their department 
without entering the street-floor sections. 

“Workmen like this separation because they can drop in 
anytime wearing their overalls, and feel completely at 
ease.” 

Physically the men’s department is attractive and com- 
fortable. It is about 50 by 18 feet, has 14 individual chairs, 
and carpet runners. It is brilliantly lighted with a modern 
fluorescent installation, and has a separate thermostat to 
provide its own temperature control. 

Colorfully decorated shadow boxes are used to enhance 
the attractiveness of the men’s department. There is one 
four-foot box at the head of the stairs, another on the land- 
ing leading into the department, plus six four-foot and six- 
foot boxes located at eye level around the department. Work 
shoes are shown entirely in at least three of these boxes at 
all times. 

Work shoes are displayed in one front window every day 
of the year, sometimes in a corner section, at other times 
along the front row, but always in a prominent spot. 

“These displays.” explains Mr. Lamoureux, “carry out 
our objective of displaying work shoes as constantly as we 
show dress shoes. We know that these window and in-store 
displays are effective in providing current business and in 
building for the long-range. They serve the dual purpose 
of making work shoes more attractive to the eye, and of 
reminding people that we have the merchandise. 

“We feature work shoes in newspaper advertising at least 
once a month on the average, planning our schedule to fit 
the trend of consumer buying. While there actually are no 
major hills and valleys in work shoe business, we do sell 
more in the spring, just before the construction season 
hegins, and in the fall, beginning in September. To tie in 
with these higher-level buying seasons, we run newspaper 
ads twice a month, then taper off to one a month or at 
least one every six weeks. 

“We also use radio advertising for the store as a whole. 
with work shoes mentioned in many commercials. 

“Backed with these store displays and with good adver- 
tising, the rest of the job is done by good fitting and effec- 
tive selling. Both are very important because a man who 
gets a good fitting, long wearing work shoe is a year-after- 
year repeat customer. 

“In our selling procedures, we constantly push the idea 
of wearing work shoes for all outdoor and for heavier in- 
door jobs, emphasizing the fact that a man will be more 

(CONTINUED ON PAGE 76) 
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THE QUALITY LEATHER 





Ohio’s original ......deep 


metallic grey 


LEATHER CO. GIRARD, OHIO 
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BABY FEET 


GRIP .. 
GRASP 


they need— 


PRE-WALKERS 


For the carriage age, 
soft, flexible hand-last- 
ed Buntees . . . let little 
toes grip and grasp. 
Moccasins were Amer- 
ica’s first baby shoe. 


INTERMEDIATES 


For the play pen stage 
Buntees give maximum 
foot freedom. Smooth, 
one-piece vamp, mould- 
ed counters and flexi- 
ble NIVTOP soles cover 
the foot without restrict- 
ing development. 


LEARN-TO-WALKS 


For romping, rambling 
and those first steps, 
Buntees maintain all the 
basic features of foot 
freedom, plus a Good- 
year stitched leather 
midsole for added sta- 


bility. 


R. J. POTVIN SHOE CO., BROCKTON, MASS. 
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Twenty Per Cent in Work Shoes 


(CONTINUED FROM PAGE 74) 


| comfortable and less tired. To put across this theme, I use 


a verbal dramatization. I compare a Ford truck with a 
Cadillac car, driving home the fact that the truck actually 


| can do more and take more abuse than the luxurious car. 


I tell the customer that there is a place for both vehicles 


| just as there is a place for dress shoes and a place for 


work shoes. 

“This comparison closes many sales and pays off in long- 
range selling. We notice that many men, particularly the 
young fellows, who used to wear their second dress shoes 
for work, have been buying work shoes. Some of these 
fellows have returned to tell us how much more comfortable 
they are at their work and how much better they feel at 
the end of the day.” 

Mongeau’s keeps a close watch over its work shoe stock 
to make certain it is complete at all times. Control is ac- 


| complished with a visible four by six-inch card system, 


using one card for each shoe number. The card tells at a 
glance the stock on hand, on order, and received plus 
daily sales. Changes in the stock situation are recorded 
daily by the manager. 

Daily sales are recorded on each card from small coded 
price tickets fastened to the ends of all shoe boxes. When 
a salesman sells a pair of shoes, he removes the price 
ticket, writes in the size sold, and puts the ticket in a desig- 
nated box. es 

Fitting Photo Sequence 

SIOUX FALLS, S. D—Making up a photo sequence 
which shows the steps used in careful fitting of juvenile 
feet has considerably helped sales and repeat business for 
the children’s shoe department at Fantle’s department 
store, here. 


The photo sequence, as shown, consists of 8 x 10 photo- 
gtaphs cemented to an artboard backing and displayed 


| on a chromium-trimmed sign board at the entrance to the 


department. Each step in the fitting program, including 
careful measurement of the foot, is detailed in close-ups 
taken only a few inches from the shoe. Made under di- 
rection of George Tesar, Fantle’s general manager, the 
photo sequence answers many questions which parents put 
to salesmen. It attracts the attention of almost every cus- 
tomer who brings her children in. 

Built around a top nationally-advertised line of boys 


| shoes, the picture sequence is more impressive than even 
| the most complete verbal description of the fitting process. 


Women who paid little attention to actual demonstrations 
of such points while their children’s feet are being fitted. 


| apparently grasp points emphasized in » the photo gallery 
| much more quickly. 
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~~ = BIGGEST VALUE 


ay it the Shoe lacey 
ree 
Myitt KS 


i alt 
SEBAGO « 
STILL 
ONLY 


$4.85 


< - Boys’ sizes 2-6 
IN-STOCK TSE, $4.50 


for immediate delivery 





#9902 BROWN Boys’ 
#9972 BLACK Boys’ 


FREE Mat Ads and other : cae agin 
Sales Aids available! 





Look where you will, you won't duplicate this value in the Made under Sebago-Moc’s 

entire shoe field. Superb craftsmanship . . . in every stitch, exclusive Patented Construction: 
in every line! Sleek handsome leathers PLUS all these luxury (U.S. Pat. #2665504) 

Sebago features: Mellow-rich, hand-rubbed leathers 


Compare! Do you carry ANY SHOE . . . AT ANYWHERE Arch-supporting steel shank 
NEAR THIS LOW, LOW COST... Soft Kemblo cushioning 
with sales appeal like this? Crown Neolite sole 


Write for catalog on America’s Fastest Growing Line of Moccasins 
WESTBROOK, MAINE 
S EBAGO-M0C COMPAN N.Y. Office: 534 Marbridge Building 
Made in Canada by Canada West Shoe Mfg. Co. Ltd., Winnipeg, Manitoba 
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Tariff Commission Studies Testimony: 


Calf, Kip Imports Attributed to Price 


WASHINGTON, D. C.— Lower 
price is the main reason for the 
heavy volume of imported calf and 
kip now being used by U. S. shoe 
manufacturers, the U. S. Tariff Com- 
mission learned in a three-day pub- 
lic hearing on calf and kip leather 
imports. 

The hearing originally had been 
scheduled for one day only, but the 
Commission’s interest in the prob- 
lems of U. S. tanners and calf and 
kip importers resulted in the taking 
of two additional days’ testimony. 

Imported calf and kip leathers are 
available in the U. S at prices con- 
siderably below the prices quoted by 
U. S. tanners, it was agreed. Some 
footwear manufacturers expressed 
preference for the quality of U. S. 
calfskins and said they would buy 
them if the prices were the same 
or competitive with foreign hides. 

But a few manufacturers, particu- 
larly those in high-style, higher- 
priced lines, testified that price was 
not their main consideration, and that 
they preferred imported calfskins 
because of the “imagination” and 
“exciting new wrinkles” associated 
with skins produced by foreign 
tanners. 

There was agreement, however, 
that U. S. tanners on the whole are 
ahead of European tanners in the 
Gevelopment and promotion of new 
colors in calf and kip leathers. 


Glass Testifies 


Irving R. Glass, executive vice- 
president of the Tanners’ Council of 
America, testified on behalf of do- 
mestic calf leather tanners. In the 
following statement, he outlined his 
stand: 

“The calf leather division of the 
Tanners’ Council has appealed to the 
Tariff Commission for greater pro- 
tection against unfair competition 
from imported calf leather. During 
the past three years a startling rise 
has occurred in the volume of calf 
leather moving into the United 
States. This increase is based, to a 
major extent on unfair, restrictive 
and discriminatory trade practices 
abroad. 

“Numerous appeals to all foreign 
tanners and to foreign governments 
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have brought neither equity nor reci- 
procity. Consequently U. S. calf tan- 
ners have no alternative except to 
appeal to the Tariff Commission, un- 
der the law, for a measure of added 
protection in order to restore fair 
competition. 

“The calf leather situation symbol- 
izes an issue of profound importance 
for tanners, for shoe manufacturers 
and for all soft goods industries. A 
tide of imports, based upon low wage 
costs abroad, throws an ominous 
shadow upon domestic markets. 
Staggering increases in the volume 
of calf leather moving into the 
United States are paralleled in other 
products. 

“Shoe imports, for example, in 
1958 reached more than 27 million 
pairs, an increase of 100 per cent 
from the previous year. Hence, shoe 
manufacturers and tanners must be 
concerned with an identical problem, 
namely preservation of domestic in- 
dustry against inequitable foreign 
competition. 

“High-level consumption in the 
United States and the prosperity of 
domestic industry go hand in hand. 
Import gains of the kind witnessed 
in recent years would inevitably de- 
stroy the base upon which United 
States purchasing power and con- 
sumption rests. In that sense, the 
case presented by the calf leather 
tanners of the United States is a 
case upon which all domestic indus- 
try can make common cause.” 


Importers’ Counsel Replies 


But Richard N. Gardner, counsel 
for the Leather Importers Council, 
declared that U. S. shoe manufac- 
turers prefer imported calf leathers 
because of what he called the 
“superior nature” of the product. He 
argued against imposing higher 
tariffs or import quotas on imported 
calf or kip leathers, claiming that 
such a move would work a hardship 
on shoe manufacturers in the United 
States. 

The legal issue before the Tariff 
Commission is simply this: Are im- 
ports of calf and kip leathers (but 
not lining leathers) arriving in the 
U. S. in such quantities as to injure 
or threaten to injure the domestic 


tanning industry? 

The Commission is now examin- 
ing the considerable volume of oral 
argument and testimony presented 
during the public hearings. It is 
likely that at least several months 
will elapse before the Commission 
arrives at a yes or no answer to the 
auestion. 

Then the Commission will submit 
its conclusions to the White House. 
President Eisenhower may either 
accept recommendations for higher 
import duties (if they are recom- 
mended), or he will simply receive 
the report if it concludes that no 
damage, or threat of damage, is 
being done the domestic industry. 


Other Witnesses 


In addition to Mr. Glass, the fol- 
lowing industry witnesses testified 
in favor of curbing imports of calf 
and kip leathers: 

Hunter L. Barrett; Ruth Kerr 
Fries; Ralph H. Ewe; R. R. Simp- 
son, of the Ohio Leather Company: 
E. A. Gallun, of A. F. Gallun & 
Sons Corporation, and Stephen 
Coyle, of Amalgamated Meat Cut- 
ters and Butcher Workmen, AFL- 
CIO. 

Counsel for the importers in- 
cluded, besides Mr. Gardner, James 
Donovan, of Donovan Industries, 
Inc.; O. W. Kracht, of Leather Trad- 
ing Corporation; Paul Wilhelm, of 
Globe Leather Corporation; Sam 
Gittler, of Chilewich Sons & Com- 
pany; H. A. Ettlinger, of Relda 
Trading Company; Robert Stern, of 
U. S. Shoe Corporation; John Gold- 
berg, of Goldway Shoe Company; 
Jerome Jacobson, of International 
Economic Consultants, and Walter 
M. Griffith, E. L. Owram and 
Charles Manchee, of the Tanners’ 
Association of Canada. 


Goodyear Report to Workers 


FOR the 10th year, The Goodyear 
Tire & Rubber Company, Akron, O., 
has published a special issue of The 
Wingfoot Clan, an employee house 
organ, incorporating the company’s 
“Annual Report to Employees.” The 
publication, distributed to Goodyear 
employees throughout the country, 
is devoted entirely to a review of 
the company’s 1958 financial and 
business operations. Extensively 
illustrated, the special edition is 
written in everyday language which 
avoids the nomenclature of the 
financial accountant. 
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inside facts \\ 
on the \ 
outside worker... 


Fact No. 1. He likes his rubber footwear 
rugged. He gives it a lot of abuse, yet he expects 
it to last for a long time. Fact No. 2. He likes 
footwear that fits him and his job. Fact No. 3. 
Tyer has a complete line of heavy-duty work 
rubbers, pacs and boots — established favorites 
for all kinds of outdoor work. Write for Tyer’s 
Heavy Waterproof Footwear Catalog Sheet 
and the Rubber Footwear Price Catalog. 


TY E R Fike Cnpany 


ANDOVER, MASSACHUSETTS, U. 
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How to Talk to Teenagers 
OW PHOENIX, ARIZ.—‘“Learning to speak the teenager's 
language” has had a powerful effect on sales of teenage 
shoes at Bert’s Shoes, here. 
Before Irving Eisner, owner of this big family shoe 
‘SMEN store, made a determined effort to attract teenagers, the 
sales amounted to almost an inconsequential figure. While 


Eisner was selling a reasonable volume to teenage girls, 
IN YOUR STORE? boys from 16 to 19 were staying away in the proverbial 


droves. 


9 Eisner took notice of this fact in recapping his 1957 
t ONE EXTRA sales, and for 1958 he determined to do a more progressive 
merchandising job. A bit of experimentation convinced 


him that there were only two kinds of shoe stores in the 


ShoeKeeper sale per day average high school student’s lexicon—either “square” or 
per person means to you! |“: | See 
A young man himself and with a flair for joking with 
| the customers, Eisner started developing a “vocabulary.” 
SALESMEN AVERAGE PROFIT PER SALE PER YEA~ | He made a point of listening to teenagers’ talk, to high 
school girls coming into the store, to the expressions they 
2 $100 x 2= $2.00 + 600. use, and, in time, developed an authentic approach to 
teenage language. He has used it ever since both in deal- 
100x 3= 3.00 9300. ing with customers and in the signs in the store windows. 
“We didn’t go overboard to the point of making the 


100x 4= 4.00 1200. whole idea seem silly,” Eisner said. “We did, however. use 


the same words in advertising in school newspapers, in our 


100x 5= 5.00 1500. window signs, and in personal selling, to make an impres- 
| sion on teenage boys. It wasn’t long before we found that 
100x 6= 6.00 1800. 




















they were beginning to come in. Using the same termi- 
nology as they would in describing the appeal of a pair 
of low-cuts, for example, made friends for us from the 


| 
100 x 7= 7.00 2100. | start. Now, our teenage boys’ shoes volume is several 
times what it was before and is growing constantly.” 
100x 8= 8.00 2400. Extreme care must be used with such a vocabulary. “A 
lot of the slang terms used in college and high school 
100x 9S= 9.00 2700. | would draw nothing but contempt from today’s young- 
sters,” he said, with a smile. “Nothing is solid, in the 
100 x10= 10.00 3000. — of this world. Instead, it is cool, in there with 
Styling must be carefully studied and prices pegged at 
the amount which the teenagers will pay. He has found 
that boys will no longer wear brogans or any other heavy 
style; instead they prefer extremely smart styling, ex- 
tremely low cut shoes, the Italian influence, far more. Also, 
$10.00 is the price which the usual teenager wants to pay. 
“Boys from wealthy families, or from lower income fam- 
ilies alike, want to pay $10.00,” he said. “Getting that 
figure established was one of our best steps forward.” 
Significant is the fact that Eisner is frequently invited to 
| give his advice on various aspects of style, by the teenagers 
| 
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who once avoided the store. 





‘Kremer Building’ For New Store 





Dick Kremer, Marietta, Ohio, retailer, has realized a long- 
standing ambition in opening his new outlet in a four-store 
building of his own specification. The building is of con- 
crete construction fronted in natural stone. Mr. Kremer 

, opened a shoe outlet at this site in a frame building in 1947. 
ROC a ESTER s HOE T R E E co., INC. He has leased the three additional stores in the new build- 








P.O. BOX 36, BEECHWOOD STATION, ROCHESTER 9, N.Y. ing So @ aomgghet. ion the local Social 
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The world’s smartest shoe packages are 
“handled” by 


ny Fk 


7Ly . economically! 


















Carrye Pack Handles give you a unique combination of customer conven- 
ience, packaging elegance and economy unequalled by any other method. 
With custom imprinting, Carry» Pack Handles “sign” your name or blend 
with your package design. Here's why stores the world over use Carry* Pack 
Handles: * It eliminates expensive custom boxes * It eliminates messy 
strings *% It's fast and easy to use *& It's beautiful; available in stunning 
colors ... and it SAVES money! 








WRITE FOR FREE SAMPLES OR A 10 DAY TRIAL! No obligation, of course. CARRY«ePACK COMPANY,LTD. 
Schiller Park, Illinois 
Canadian Licensee: Top Paper Products 
Limited, Guelph, Ont. BSR-39 
& Gentlemen: 
C0 Send free, 10 day trial in___ color. 
C Send literature and samples. 


Schiller Park, Illinois No obligation, of course. 


et ee a 


DISPENSERS ARE LOANED FREE ! Company__ 


CARRY+ PACK HANDLES ARE STRONG! Address____ 
City. 
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Waterproof’ Shoes 
with Sylflex Leather 
Build More Traftic 


...lncrease your average sales check, too! 












For the first time—a leather shoe that’s waterproof, yet still breathes. 
It gets men talking, builds traffic and makes profits because 
customers gladly pay more for shoes that offer this extra protection 
and comfort. But remember, no leather shoes can be 
promoted as waterproof unless the leather is SYLFLEX. 
Attract new customers and worthwhile volume by featuring waterproof 
shoes made of SYLFLEX leather. Available from: 

H. H. Brown Shoe Co. 

Cedar-Crest Shoe Co., Div. General Shoe Corporation 

Dunham Brothers Company 

International Shoe Company 

Sta-Dri Div., Ranger Boot & Shoe Mfg. Co., Inc. 


For details, write: Dow Corning Corporation, Midland, Mich. 





Look for this tag 
when you buy... 
nN it’s your assurance 
t- that shoes are 
i i truly waterproof. ® Dow Corning Silicone 


@ Keeps water out 
‘ & and stil! breathes 





@ Makes shoes more 
comfortabtie to wear 
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-.-- Salesmen on the Road 








60 Years and ‘Still Glad’ 


CONGRATULATIONS are in 
order for Robert E. Schuster, Den- 
ver, who on April 10 will celebrate 
his 60th anniversary in the shoe 
business. Now traveling “ambassa- 
dor of goodwill” (his true title) for 
the Kemp Shoe Company of Denver, 
Mr. Schuster looks back to his first 
shoe job on April 10, 1899. 

As a St. Louis boy of 13, he 
started to work for the old Hamil- 
ton-Brown Shoe Company as an er- 
rand boy at $2 a week. When he 
was 16, he was sold one share of 
stock in the company, which he in- 
creased to 200 shares in the next 
27 years. During his 27 years with 
this firm, now out of existence, he 
rose to become assistant to the 
vice-president. 

In 1921 he decided to go on the 
road and took the southern Colo- 
rado territory for the H. C. Godman 
Company, Columbus, O., for whom 
he worked 15 years. For the past 
38 years he has covered the Rocky 
Mountain states as a “shoe ped- 
dler.” In 1936 he left Godman and 
took on the Parkhill line (Fitch- 
burg, Mass.), which he sold for 10 
years. He has been with Kemp 
Shoe Company the past three years. 

One of the organizers of the 
Mountain States Shoe Travelers As- 
sociation, he became its first presi- 
dent in 1949 and has since served 
as chairman of the board, director 
and, at the present time, executive 
secretary. In 1957 he was given the 
group’s first lifetime membership. 
In the National Shoe Travelers, he 
has been the Mountain States’ di- 
rector for the past 10 years, was 
elected a national director and has 
served as regional governor the 
past nine years. 

“Now, even 60 years later, I’m 
still glad I chose the shoe business 
for my lifetime career. There’s no 
other business like it,” says Bob 
Schuster, who is known in the 
Mountain States area as “Mr. Shoe- 
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by BERNICE S. DECKER 


man” himself. Mr. and Mrs. Schu- 
ster live at 2316 E. 12th Ave., Den- 
ver. 


Noted Here and There .. . 


THERE’S a new arrival, a second 
daughter, at the home of Mr. and 
Mrs. Clifford H. Kimless of Wood- 
mere, N. Y. Born January 20, her 
name is Beth Jo. The couple’s first 
child, Karen Sue, is nine years old. 
Mr. Kimless is eastern sales repre- 
sentative for Carmo Shoe Company, 
St. Louis. 

e is a 

J. W. Teeter has recently retired 
as representative of the Red Wing 
Shoe Company in Arkansas and 
Louisiana. 

2 * e 

Mid-States Shoe Company, Mil- 
waukee, provides a helpful service 
for both its sales representatives 
and retailers. Names and addresses 
of all salesmen and their respective 


Send contributions to: Mrs. Bernice S. Decker, Salesmen 
on the Road Dept., 228 Cr E 





d Blvd., ston, I. 
territories are listed in each sea- 
son’s catalog. This includes sales- 
men for Mid-States, as well as Ideal 
Shoe Manufacturing Company and 
House of Crosby-Square. 


Midwest Shoe Travelers Associa- 
tion has resumed sending monthly 
news bulletins to members. 


The Administration’s proposal of 
a higher federal gasoline tax dis- 
criminates against traveling sales- 
men and others who use the high- 
ways for business reasons, claims 
the Bureau of Salesmen’s National 
Associations. The organization rep- 
resents 30,000 commercial travelers 
in the apparel and shoe fields. 

Marshall J. Mantler, managing di- 
rector of the Bureau, said, “If a 
gasoline tax increase is considered 
essential, then it should be levied as 


(CONTINUED ON NEXT PAGE) 





(EIGHTH OF A SERIES) 


LESTER GOLDSTEIN, § sales 
representative for Belgrade Shoe 
Company, has a long background 
of family tradition in the shoe 
business. Therefore it was logical 
for him to win the Star Salesmen 
Award for his company at the 1958 
National Shoe Fair. The award 
is sponsored by the National Shoe 
Manufacturers Association. 

Mr. Goldstein, who travels four 
eastern states in the New York 
area, has been with Belgrade for 
10 years. He also represents his 
firm to major department stores 
and big accounts all over the coun- 
try. Prior to his present associa- 
tion, he sold ladies’ fashion clothes. 
However, he’s been around shoes 
in one way or another all his life. 

His grandfather operated retail 
shoe stores in the Bronx for many 
years. His father, Sam Goldstein, 
is also a shoe traveler, represent- 
ing Bolita Ballets, Inc. He sells to 
chains all the way from Maine to 
California. 

Lester Goldstein is on the road 
much of the time, but for his lei- 





STARRING STAR SALESMEN: Lester Goldstein 





LESTER GOLDSTEIN 


xk kek 
sure enjoys baseball, football, 
hockey, basketball and other sport- 
ing events. His home is in Syosset, 
L. I. He has two children, a boy 
and a girl. 

He used to be active in the Jew- 
ish War Veterans, having done his 
wartime stint in the Navy. He is 
past commander of North Bronx 
Memorial Post 631 and vice-com- 
mander for the Bronx County re- 
gion. 
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a luxury tax on people who travel 
for visits and vacations. 

“We object to an increase in this 
tax at this time. However, if it is 
inevitable, then salesmen and others 
who use the highways for business 
should be given a credit for any in- 
crease in the tax paid, along the 
same line now available for farmers.” 


A Traveler, Writes a Book 


A FORMER shoe traveler has 
turned author. Selling shoes on the 
road for many years helped provide 
Anthony D. Heil with good basic 
background and material for his re- 
cently published 
book, Salesman- 
ship Today and 
Tomorrow. He has 
been a_ salesman 
for more than half 
a century and a 
good share of that 
time was spent in 
the shoe business. 

The book out- 
lines his program 
of systematic cre- 
ative selling. It presents the sales- 
man as a man who offers his cus- 
tomers service as well as merchan- 
dise. It provides tips on such as- 
pects of selling as the vital first 
impression, the need to dramatize, 
and ways to close a sale. It also 
includes suggestions as to how to 
maintain good salesman-customer re- 
lations. 


Mr. Heil started selling shoes in 
a retail store when he was 15. In 
later years he was an assistant in 
the shoe buying department of Mont- 
gomery Ward & Company, Chicago. 

Following some advertising and 
promotional experience he began 
selling shoes on the road. For many 
years he operated from the Chicago 
headquarters of Hilliard & Tabor, 
Inc., Haverhill, Mass., and also Wil- 
liam Henne & Company, Brooklyn. 
An interval of over 10 years as 
general sales and advertising man- 
ager of a Chicago firm followed. 

He later represented Central Shoe 
Company, St. Louis, for eight years 
in Wisconsin and Illinois. 

He has since sold and promoted 
various lines of merchandise. Cur- 
rently he is doing promotional, sales 
and advertising work, as well as 
writing, from his office in his home 
at Whitefish Bay, Wis. 


P. HEIL 





Letters... 





Labeling: The Legislators Speak 


A roundup of articles dealing with the 
proposed shoe labeling legislation, 
which were reprinted from the Feb- 
ruary 1 RecoRDER, was sent to each 
member of the U. S. Senate and the 
House of Representatives. Here are ex- 
cerpts from their replies. 


I appreciate very much indeed your 
sending me the material with respect to 
the Porter Bill, H.R. 1320. A friend of 
mine, who is presently engaged in the 
retail shoe business, Mr. W. B. Sharp, 
819—19th St., N. W., Washington, D. C., 
has already brought the Porter Bill to 
my attention and discussed at length the 
possible effects it would have upon the 
industry as well as its probable protec- 
tive need from a customer and consumer 
standpoint. 

It is of particular interest to me and 
you may rest assured that in the event 
the proposal reaches the stage for active 
consideration, I intend to explore it most 
thoroughly. 

JOHN C. WATTS 
HOUSE OF REPRESENTATIVES 
SIXTH DISTRICT, KENTUCKY 


You have certainly made a fair presen- 
tation of the [labeling] matter and I am 
very glad to have the benefit of the back- 
ground of the matter. Robert Corman, 
of Kirven’s, in Columbus, Ga., had in- 
formed me of the series of articles and 
I have also heard from J. R. Bowman of 
the same firm. I have assured them that 
in the event that the legislation receives 
action by the Committee on Interstate 
and Foreign Commerce and comes before 
the House, it will receive my every atten- 
tion and their recommendations will be 
remembered at the time. 

E. L. FORRESTER 
HOUSE OF REPRESENTATIVES 
THIRD DISTRICT, GEORGIA 


Your coverage on this subject [label- 
ing] is most enlightening indeed. Should 
our Chairman schedule the Porter Bill 
for committee action, you may rely on 
me to support your position in committee 
and on the floor of the House if it is 
cleared for House floor action. 

ALVIN R. BUSH 
HOUSE OF REPRESENTATIVES 
17TH DISTRICT, PENNSYLVANIA 


© Mr. Bush is a member of the Com- 
mittee on Interstate and Foreign Com- 
merce, to which he refers in the letter. 


Many thanks for sending me a reprint 
of articles the Recorper has published 
with regard to proposed shoe labeling. 
This will be most helpful to me in 


evaluating measures pending before the 
House and Interstate and Foreign Com- 
merce Committee, and I shall study it 
with interest. 

HASTINGS KEITH 

HOUSE OF REPRESENTATIVES 

NINTH DISTRICT, MASSACHUSETTS 


Thank you very much for the copy of 
“The Facts Behind Shoe Labeling.” I 
appreciate receiving this information for 
my files and am sure it will be of help 
to me in the present session of Congress. 

HOMER E. CAPEHART 
U. S. SENATE, INDIANA 


Thank you for the reprint of the ar- 
ticle entitled “The Facts Behind Shoe 
Labeling.” As of yet, I have not had an 
opportunity to read this thoroughly, but 
when I do I am sure that I will find it 
to be most interesting. 

JOHN SPARKMAN 
U. S. SENATE, ALABAMA 


I have read your remarks with interest 
and I appreciate your sharing your views 
with me. 

HERMAN E. TALMADGE 
U. S. SENATE, GEORGIA 


Labeling: The Trade’s View 
May I congratulate you and the Boot 

AND SHoE REcorpER on the excellent job 
you are doing in connection with the 
“labeling bill.” It was excellent that you 
sent Bill Rossi all the way to Oregon 
to interview Mr. Gardner. And the inter- 
view with Congressman Porter was well 
planned. I am sure that everyone in the 
shoe industry will be everlastingly grate- 
ful for your well-directed attempt to de- 
feat this bill. 

GILBERT HAHN, PRESIDENT 

WILLIAM HAHN & CO. 

WASHINGTON, D. C. 


The “facts” should adequately inform 
the Congress and result in the defeat 
of this bill. 

OWEN W. METZGER 
WETHERHOLD & METZGER 
ALLENTOWN, PA. 


© By the facts,” Mr. Metzger refers 
to “The Facts About Shoe Labeling” 
[RECORDER, February 1}. 


Allow us to say with sincerity—thank 
you. We, of course, are referring to the 
Boot anp SHoe Recorper’s recently 
completed survey in regards to the shoe 

(CONTINUED ON PAGE 108) 
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NSRA Previews Fall 


NSRA Women’s Committee Forecasts: 


Fashions for Children Pointed Toes to Stay Major Volume in Fall 


NEW YORK — Factors that will 
influence fall and winter, 1959, chil- 
dren’s shoe styles were discussed 
by the National Shoe Retailers 
Association Children’s Shoe Style 
Committee at a recent meeting here. 

Beryl Tucker, fashion editor of 
Parents’ Magazine, who for many 
years has worked closely with the 
NSRA and the children’s group in 
forecasting the direction of the 
new seasons’ styles, made the fash- 
ion presentation. She put an em- 
phasis on colors that are rich but 
muted and indicated that Tartan 
plaids, checks and stripes are ex- 
pected to be popular. Grays, greens 
with bronze undertone, browns with 
a golden cast, and some purples and 
reds—in coats, suits, dresses, 
blouses and shirtings—formed the 
color lineup. 

Highlights from the general shoe 
discussion: 

In girls’ dress shoes, the square 
toe pump is the big and growing 
silhouette look for fall ’59. T-straps, 
even though shortened and light- 
ened, have reached peak acceptance 
and volume will begin to decline. 
The A-silhouette will begin to make 
a comeback. 

Black nylon velvet has made its 
mark and for the coming season 
will be second only to patent. Red 

(CONTINUED ON PAGE 88) 
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NEW YORK—In women’s fashion 
shoes with heels 14/8 and higher, 
the various degrees of pointed toes 
which have won consumer accep- 
tance will unquestionably continue 
to represent major volume through 
the fall season. 

This was the outlook noted by 
the Women’s Shoe Style Committee 
of the National Shoe Retailers As- 
sociation when it met to consider 
the fall-winter ’59 shoe fashion pic- 
ture. Members also agreed that the 
newer oval and softened square 
lasts will find a place within the 
slim trend, permitting diversity of 
expression in designing shoes for 
the occasion and type of apparel. 

Reporting on the meeting’s con- 
clusions, Edward J. McDonald, ex- 
ecutive vice-president of NSRA, 
added, “The cry for modern-look- 
ing, open types continues and by 
spring ’60 should bear fruit.” 


Variety in Heel Shapes 

Along with a predicted diversity 
in slim toe expressions, there will 
be a variety of heel shapes through 
which to portray the occasion in- 
tent of a shoe, the committee indi- 
cated. The stacked leather heel 
theme will have great expansion, 
especially in heights up to 19/8. 
Square throat lines and integral de- 
signing will be watchwords for fall, 





and boots in both high and low-cut 
versions will be on the increase. In 
the strap silhouettes, low-riding 
versions are believed to have the 
best chance to succeed. 

As for colors, the committee 
agreed that brown holds both vol- 
ume strength and news value for 
fall. Several tonalities will have a 
place in the fashion picture: taupe 
brown for high-fashion promotion; 
red-browns for casual and tailored 
shoes, and golden-browns for both 
dress and tailored shoes in brushed 
and smooth finishes. 


Promotional Families 


Considered standout promotional 
families for the coming season are 
the pale neutral tones; iris to pur- 
ple; the deepened, blued reds, and 
the medium-to-dark grays. Green 
should move at its fall 1958 pace, 
the committee indicated, but the 
cast is more grayed for volume ac- 
ceptance, and in the “tartan” feel- 
ing for high-fashion promotion. 

In low-heel fashion shoes, the 
trend will revert to the single nee- 
dle toe and the double needle will 
lose ground, the committee felt. The 
growing heel heights are 8/8 and 
12/8, with stacked heels gaining in 
importance. There is great interest 
in the Queen Anne shapes and 

(CONTINUED ON PAGE 91) 








National Shoe Retailers Association's Children's Shoe Style 
Committee includes (standing) Edward J. McDonald, execu- 
tive vice-president, NSRA; Thelma C. Hennessey, secretary 
and director of publications, NSRA, and (seated, left to right) 
Sumner Gerstein, Green Shoe Manufacturing Company, Boston, 
chairman, boys’ shoes; Edward A. Quigley, International Shoe 
Company, St. Louis, chairman, girls’ school and play shoes; 
B. D. Abney, Volk Brothers, Dallas, presiding chairman; Beryl 
Tucker, fashion editor, Parents’ Magazine; J. B. Reinhart, Trim- 
foot Company, Farmington, Mo., chairman, girls’ dress shoes. 
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National Shoe Retailers Association's Women's Shoe Style 
Committee includes (left to right) Edward J. McDonald, ex- 
ecutive vice-president, NSRA; Z. Albert Joseph, Joseph Salon 
Shoes, Chicago, chairman, silhouette and pattern; Jean Band- 
ler, Pappagallo, New York, chairman, color and material; 
Irving Grossmann, |. Miller, Los Angeles, presiding chairman; 
Sid Berk, Sid Berk, Inc., New York, chairman, low heel fashion 
shoes; Lloyd W. Nordstrom, Nordstrom's, Inc., Seattle, Wask., 
president of NSRA. Committees met to preview footweer 
fashions for the fall and winter. 
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Owner of Family Store Says: 


Teenage Trade Is Key to Repeat Business 


By VIVIAN ANDERSON 


DELTA, COLO.—“If you get the 
teens, it’s repeat business for years 
to come.” So speaks Richard Bayci, 
owner and manager of the newly- 
named Richard’s Family Shoe Store 
here. 

And Mr. Bayci is putting into op- 
eration a number of promotional 
ideas channeled to the teenager set. 
In the newly-remodeled store, which 
had been Peters’ Family Shoe Store 
for the past eight years, he is in- 
stalling a teenager department where 
young people can come in and browse 
around. He is organizing a Teen 
Club and he has installed a soft 
drink machine. Beverages are given 
away free to teeners, children and 
adults alike. 

“Actually, the few dollars you 
spend weekly on the soft drinks are 
soon compensated for,” Mr. Bayci 
pointed out. “One youngster will tell 
another, ‘Let’s go to Richard’s to buy 
our shoes; you get free cokes there.’ 
For the same reason I give away 


LP records and record-players in 
contests that I conduct from time to 
time.” 

A unique promotional idea, too, to 
bring the teenager trade to the store 
is Mr. Bayci’s plan for spring, when 
he will choose three of the most 
popular girls in Delta High School, 
a sophomore, junior and senior, who 
will be given a trip to the Mountain 
States Shoe Show at the Albany 
Hotel in Denver in May. The girls 
will be permitted by Mr. Bayci to 
select several styles for fall sales. 
Local newspapers will use their pic- 
tures and stories of their choices. 
All teenage girls in the vicinity, it’s 
hoped, will want shoes that were 
chosen by the three girls. 

“When these teenagers are ready 
for heels, for adult styles and, yes, 
for their own children’s shoes in 
years to come, they will think of 
Richard’s Family Shoe Store. That’s 
the way shoe business is built,’’ Mr. 
Bayci declared. 

Mr. Bayci came to Delta from 
Valparaiso, Ind., last fall when he 
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purchased the Peters’ Store from 
Mr. and Mrs. Claude D. Peters. They 
have since moved to Denver. Mr. 
Bayci had been manager of the 
Paramount Shoe Store in Valparaiso 
for eight years, and previously had 
managed the shoe department in Al 
Baskin’s Store, Joliet, Ill., for four 
years. 

He chose Delta because of its mild 
climate, its altitude (8500 feet), its 
location on the western slope where 
it draws from a population of 20,000 
persons, and because his is the only 
family shoe store in Delta County. 

To give the store a more homey 
atmosphere which would attract the 
rural population, Mr. Bayci wall- 
papered the store in blues and grays 
and installed wall-to-wall carpeting. 
Display windows are being remodeled 
with white brick wall interiors, with 
climbing ivy. 


*Trade-In Sale’ in Canada 

HAMILTON, ONT. — Dorsen’s 
Shoe Store stimulated increased traf- 
fic and business with a “Trade-In 
Shoe Sale.’’ Customers were invited 
to bring in any pair of old shoes 
and receive a $2 allowance on a new 
pair of Dorsen’s shoes. The store 
said it was donating the trade-in 
shoes to a local charity. 





National Shoe Fair Leaders Prepare for Next October’s Show 
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Attending National Shoe Fair Seensities meeting in New 
York were (standing, left to right}: Paul MacBride, Milford 
Shoe Company; Louis Liebson, Edison Brothers Stores; George 
Hess, Hess’ Sons; Henry H. Rand, International Shoe Com- 
pany; Ben Willingham, General Shoe Corporation; Gloria 
Spirito, NSMA; R. A. Mills, Endicott Johnson Corporation; 
George Gayou, Shoe Fair director, and G. B. Allbritton, 
NSMA. Also (seated, left to right): James S. Legg, Heydays 
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Shoes; E. J. Trench, National Shoe Travelers; Roy Sundling, 
Brauer Brothers; Lloyd Nordstrom, Nordstrom's, Inc.; E. J. 
McDonald, NSRA; Clovis Saunders, Sommer & Kaufmann; Mer- 
rill A. Watson, NSMA; Thelma Hennessey, NSRA; William 
Scheft, H. Scheft Company; Z. Albert Joseph, Joseph Salon 
Shoes, and Marcus Rice, Famous-Barr Company. Committee 
approved holding of Monday luncheon meeting during October 
25-29 Fair. It will be devoted to spring fashion trends. 
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Sommer & Kaufmann Names 
Brandon to Executive Post 


SAN FRANCISCO—Frank C. 
Brandon has been appointed execu- 
tive vice-president and general man- 
ager of Sommer & 
Kaufmann, largest 
retail shoe opera- 
tion in California. 
Mr. Brandon has 
been assistant to 
the general man- 
ager of Domani 
Shoes, with head- 
quarters in New 
York. 

Both Domani and 
FRANK C. BRANDON Commer & Kauf- 
mann are operating divisions of 
General Shoe Corporation. In Nash- 
ville, Tenn., General Shoe’s presi- 
dent, Ben H. Willingham, said Mr. 
Brandon’s position is a new one at 
S & K. He will report directly to 
Clovis Saunders, who has been di- 
rector of General Shoe’s West Coast 
Standard Retail operations since 
last June. Mr. Saunders is also 
president of S & K. 





Wm. Hahn & Co. Marks 83d 
Birthday; A. B. Cohen Talks 


WASHINGTON, D. C.—Some 500 
employees and friends of William 
Hahn & Company were on hand 
when the retail shoe establishment 
celebrated its 83d anniversary. 

A featured speaker was A. B. 
Cohen, president of the United 
States Shoe Corporation, which 
manufactures Red Cross shoes, a 
line recently added by Hahn. 

Twenty-three Hahn employees who 
have been with the firm for periods 
ranging between 10 years and “over 
40” were presented with “H” Club 
pins. Special honors were accorded 
to Laura Gifford and Frank Monal- 
do, both of whom have served with 
the company for more than 40 years. 

President Gilbert Hahn announced 
the March opening of a new outlet 
in Hyattsville, Md. 


Lease Signed for New Unit 


SAN DIEGO, CALIF.—Universal 
Boot Shops has signed a lease for 
a 3000-square-foot store in the new 
College Grove shopping center now 
under construction in San Diego. 
Universal has 13 locations through- 
out San Diego County. 


March 15, 1959 


Shoe News 





Winners Named in Acme Boot Display Contest 





This window by John L. Morris of S. P. McRae Company, Inc., Jackson, Miss., took 
first place in Acme Boot display competition. 


CLARKSVILLE, TENN. — John 
L. Morris, display manager of S. P. 
Inc., 


McRae Company, 
Miss., has won the 
$500 first prize in 
a window display 
contest sponsored 4 
by Acme Boot Com- 
pany, Inc., here. 
Mr. Morris pre- © 
viously has won 
several other ma- 
jor national awards 


Jackson, 


ty 






for display and 
merchandising. ya 
According to JOHN L. MORRIS 


Acme officials, entries in the compe- 
tition “‘showed a great deal of origi- 
nality in the presentation of ideas 
for many types of Acme boots.” 
Judges were John J. Reilly, editor of 
BooT AND SHOE RECORDER; Jerry 
Jontry, advertising director of 
Esquire, and Karl F. Moore, sales 
promotion manager of True maga- 
zine. 


Other prize winners were: 


Second, Myron Freeman, I. Free- 
man’s Department Store, Phoenix, 
Ariz., $250; third and fourth, a tie, 
W. R. Fox, Wells & Frost, Lincoln, 
Neb., and L. Max Fry, Ragland’s of 
Kingsville, Kingsville, Tex., $125 each; 
fifth, John H. Rew, Butler Brothers, 
Lakewood, Calif., $50; sixth, Grady V. 
Harris, Belk-Leggett Company, Dur- 
ham, N. C., $50. 

Seventh, Ralph O. Bohl, Bohl & 
Maeser Shoes, Appleton, Wis., $50; 





eighth, Thurlow Richards, Bowman 
Shoe Company, Streator, Ill. $50; 
ninth, Solly Sollenberger, Sommer & 
Kaufmann, San Francisco, Calif., $50; 
10th, George C. Kerr, Hughes Clothing 
Company, Sabetha, Kan., $50; 11th, 
James E. Hall, Paschal’s, Inc., Wilson, 
N. C., $50. 

12th, Ross F. Carpenter, Bowman 
Shoe Company, Boone, Iowa, $50; 13th, 
Harry Penland and Jini Younggren, 
Younggren Shoes, Inc., Keokuk, Iowa, 
$50; 14th, Carmen R. Sutley, The Den- 
ver Dry Goods Company, Denver, $25, 
15th, Harold M. Simpson, Simpson’s 
Shoes, Litchfield, Ill., $25. 


Dr. Posner Dealers Offer 
Free Pairs to N. Y. Babies 


NEW YORK— Dr. Posner Shoe 
Company, Inc., will offer a pair of its 
$3.50 Cradle Toe children’s shoes 
free to every child born in the New 
York metropolitan area in the first 
six months of 1959. From a study of 
1958 birth records, company Presi- 
dent Herbert Posner estimated that 
more than 200,000 babies will be 
born in the area during that period. 

The shoes will be given upon pres- 
entation of the child’s birth certifi- 
cate to any of the 200 Dr. Posner 
dealers in the New York area. 
Mothers will also get a copy of the 
company’s booklet, “First Step For- 
ward,” with tips on child foot care. 

The Dr. Posner firm is celebrating 
its 70th anniversary as a manufac- 
turer of children’s shoes exclusively. 
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West Coast Job Training Endorsed by Calif. Schools 


LOS ANGELES—tThe West Coast 
Footwear Foundation Job Training 
Program has been such a success 
that it has been accepted by the 
Vocational Training Division of Cali- 
fornia State School Systems. 

With approval of the course as 
part of the state education system’s 
job training, government funds will 
be used to back the program. Much 
of the financial drain on members of 
the shoe industry who have been 
paying for the program up to now, 
will be eliminated. 


As of February 3, evening classes 
were begun in Pasadena City College. 
Classes at the Alexandria Hotel 
(West Coast Shoe Travelers’ head- 
quarters) will continue on Monday 
and Wednesday evenings. Next fall 
the courses will be given at the Los 
Angeles College of Business. 

Recently five persons were grad- 
uated from the course, which started 
last fall. No sooner did they get their 
diplomas than they were fast at 
work. 

The program was begun last year 





THE PROFITS POUR IN- 


wer? 


™ newest and most exciting service 


Distributed in the East by DUNHAM BROTHERS COMPANY, Brattleboro Vi. 
— in the Midwest by AINSWORTH SHOE COMPANY, Toledo Ohio 
— in the Southwest by B. ROSENBERG & SONS, New Orleans, Lo. 


"See For complete information, write to: 


DUNHAM BROTHERS COMPANY 


BRATTLEBORO, 


F FOR DUNHAM’S DEALERS ALL OVER THE NATION! 


This eye-catching window display 


quanoutteed 
WATERPROOF 


DURAFLEX 
Leather. boot 


stops traffic—and builds sales! This 
unique water-filled display, plus 
other colorful free promotional 
material—and strong national 
advertising, tells your customers 
the amazing story of Dunham's 
Duraflex Waterproof—America’s 


shoe. 


VERMONT 





to provide a training program in 
various branches of the shoe indus- 
try, especially retail selling, so that 
young people might have an oppor- 
tunity to enter the industry properly 
prepared. They get a first-hand 
knowledge of selling and manage- 
ment and they are equipped with the 
tools necessary for advancement. 

The program is under the direction 
of instructor Harry Hukill, who is 
also retailer and shoe consultant at 
the Pasadena City College. 

The officers behind the well organ- 
ized program are: president, Sey- 
mour Fabrick, Vogue Shoe Company ; 
executive vice-president, Richard D. 
Graffis, past president of National 
Shoe Travelers’ Association; vice- 
president, Al Bornstein, West Coast 
Shoe Travelers; secretary-treasurer, 
Bob Hirsch, Comar Shoe Stores, 
Los Angeles. 


‘Playboy’ Shows Men’s Shoe 
Fashions—Perched on Desks 


CHICAGO—Consistent boosters of 
fashions in men’s footwear have been 
the sophisticated young men’s maga- 
zines. A stunningly photographed 
case-in-point is seen in Playboy for 
March. 

Perched on the desks of 11 young 
junior execs (we assume that’s who 
they are, since the models themselves 
exhibit only ankles and feet), are 11 
pairs of the highly stylized dress 
casual and street and dress types. 
Grained leathers, buckle closures and 
the color black are noteworthy. 

Text with the photos lauds the 
fashion impact of Continental ideas, 
happily bids goodbye to heavy, sturdy 
British influence. 


Children’s Fall Fashions 


(CONTINUED FROM PAGE 85) 


velvet is looked upon as a promo- 
tional item for party and holiday 
selling. Black Raspberry patent is 
the news. 

Girls’ school shoes will be slim 
and tapering; ghillie interpreta- 
tions look new and _ interesting. 
Boots and bootie translations look 
particularly good. 

In boys’ shoes, new versions of 
the slip-on have greater acceptance. 
Four-eyelet oxfords, trim pattern- 
ing and the plain toe are expected 
to come up strongly in the fall and 
winter season. 
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THIS MONTH 


Tanners’ Council of America, Spring 
Meeting, Palm Beach Biltmore Hotel, 
Palm Beach, Fla. ........... March 23-25 

New England Shoe and Leather Associa- 
tion, Advance Fall Shoe Market 
Week, Hotels Statier-Hilton and Sher- 





aton-Plaza, Boston March 30-April 3 


APRIL 


St. Louis Shoe Manufacturers Associa- 
tion, St. Louis Annual Fall Showing, 
Hotels Sheraton-Jefferson, Statler- 
Hilton and Lennox and St. Louis 


Merchandise Mart April 12-15 


Indiana Shoe Travelers' Association, 
Indiana Fall Shoe Show, Claypool 
Hotel, Indianapolis April 19-21 

Guild of Better Shoe Manufacturers, 

Fall Showing, members’ showrooms, 
Week of Apri! 20 

Northwest Shoe Travelers, Inc., Fal! 
Shoe Fair, St. Paul Hotel, St. Paul 
2 pe Ne rae ....April 25-28 

Pacific Northwest Shoe Travelers, Inc., 

Fall Shoe Fair, New Washington and 


Stewart Hotels, Seattle, Wash.. .Apri! 26-28 


MAY 
lowa Shoe Travelers’ Association, Fall 
Shoe Show, Fort Des Moines Hotel, 
Des Moines ; 
Ohio Shoe Travelers Club, Fall Shoe 
Show, Deshler-Hilton Hotel, Columbus 


May 3-5 


Mountain States Shoe Travelers’ Asso- 
ciation, Fall. Shoe Show, Albany 
Hotel, Denver 

Southeastern Shoe Travelers, Inc., Fall 
Shoe Show, Henry Grady, Dinkler 
Plaza, Peachtree on Peachtree, and 
Piedmont Hotels, Atlanta 


Midwest Shoe Travelers’ Association, 
Fall Shoe Market, Hotel Morrison, 
Chicago sac cece AOGv 2-6 


Popular Price Shoe Show of America, 
New England Shoe and Leather Asso- 
ciation and Nationa! Association of 
Shoe Chain Stores, Hotels Sheraton- 
McAlpin and New Yorker, and New 
York Trade Show Building, New York 


Michigan Shoe Travelers’ Club, Fal! 
Shoe Show, Statler-Hilton Hotel, 
Detroit ....May 10-12 

Southwestern Shoe Travelers’ Associa- 
tion, Adolphus, Baker, Southland and 
Statler-Hilton Hotels, Dallas May 10-13 

Mid-Continent Shoe Travelers Associa- 
tion, Fall Shoe Show, Biltmore Hotel, 
Oklahoma City, Okla. ........May 17-18 

Pennsylvania Shoe Travelers’ Associa- 
tion, Fall Shoe Mart, Hotels Carlton 
House and Penn-Sheraton, Pittsburgh 

May 1!7-20 
Boston Shoe Travelers Association, Fal! 
Shoe Show, Parker House, Boston 
May 17-20 
West Coast Shoe Travelers’ Associates, 
Fall Shoe Show, Alexandria and Bilt- 


more Hotels, Los Angeles .....May 17-20 


Accounting and Office Management 
Clinic, National Shoe Manufacturers 
Association, Statler Hotel, New York 

May 21-22 


————————— 
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em all - well 


the longest in-stock line of all ! 


longest on value, too... 
why pass up a winning combination, like this! 


dress, school and sport 

— cements and welts from tots to teens. 
In-stock, nationally advertised 

$4.50 - $7.95 (some slightly higher) 


LACONIAN SHOES CORPORATION, LACONIA. N. H. 





Three Shoe Sections in New Calif. Department Store 


TORRANCE, CALIF.—Broadway 
Del Amo, ninth in a chain of de- 
partment stores owned by Broad- 
way-Hale, has opened here with 
225,000 square feet of floor space. 
There are three shoe sections in the 
store, occupying a total of 8000 
square feet. 

The women’s section, on the main 
floor, covers some 5000 square feet. 
Its decor consists of natural oak 


is designed to give a home-like 
atmosphere. 

Al Schmidt and Charles Taeger, 
buyers for the department, have 
stocked it with nothing but spring 
fashions. 

In arranging the displays they 
used each supplier’s shoes for an 
individual setup. For instance, Pa- 
lizzio showed all blues; Troyling 
featured mesh and straw; Foot 


walls with gold paneling, beige Flairs displayed luster glow calf, 


rugs and light green couches. It and Sbicca stressed vinylites. 








DRE | | shoes give you sales features 


that INSURE your PROFITS 


Our dealers are making greater 
profits with higher maintained 
mark-ups on DREW SHOES. 


DREW shoes simply out-perform 
others with — 


@ Fresh, imaginative styling 


@ Superior fit and steady repeat business 
— not subject to chain store competition 


@ Always IN-STOCK for greater turnover 


@ Extra sales and profits at $15.95 to $17.95 
retail—the volume price in the quality field 


Special financial assistance to 
stores and qualified persons 
starting in this field 


THE REVEAL — No. 12630, black calf, 
$10.25. Beauty combined with extra 
fine fit, cookie, featherweight. Smart, 
new slender toe. On our No. 85 last, 
15/8 Louie heel. IN-STOCK. Sized 
AAAA, 7 to 10; AAA, 7 to 11; AA, 6% 
to 11;A, 6to 11;B, 5% to 11; 

C, 5% to 9;D, 5% to 9. 


Write TODAY for new 
IN-STOCK catalog! 


THE IRVING DREW CORPORATION 
LANCASTER, OHIO (NEW YORK OFFICE — 746 Marbridge Bldg.) 
(LOS ANGELES OFFICE — Room 881, Alexandria Hotel) 

DREW ®@ DR. HISS © CANTILEVER-GROUND GRIPPER e@ 








TOWN WALKER 


Clifford Pyle, manager of the de- 
partment, said his suppliers had 
“outdone themselves.” They were 
in the store on opening day talking 
to the customers and doing an out- 
standing job of public relations, he 
added. 

The 1500-square-foot men’s sec- 
tion is on the main floor between 
men’s clothing and the store’s uni- 
versity shop. To carry out the 
rugged masculine theme, it features 
wormwood paneling, brown and 
tan rugs, and fitting stools of light 
maple upholstered in tan leather. 

Featured lines are Florsheim and 
Roblee in dress shoes and Evans 
for casuals and house slippers. 
Boys’ line is Buster Brown. M. E. 
Livingston heads this section, while 
William Koehn is the buyer. 

The children’s section is housed 
on the second floor. Aqua-colored 
walls with murals of large cartoon- 
type animals painted on gray can- 
vas block out the 1500-square-foot 
area devoted to the young ones. The 
fitting seats are long white benches 
and chairs upholstered in yellow. 
Featured in the section are Kali- 
Sten-iks and Nite-Aires for the 
small fry. There is also a large 
selection of Glamour Debs for the 
teenagers. 

The store opened with a ribbon- 
cutting by Edward W. Cater, presi- 
dent of the company. Among the 
notables attending the ceremonies 
was opera star Dorothy Kirsten, a 
resident of Palos Verdes—one of 
the eight cities of the South Bay 
area serviced by the growing Del 
Amo shopping center. 


3 Shoe Shops Open in Atlanta 
Center with Mall, Benches 


ATLANTA — Three shoe stores 
have opened in a new shopping cen- 
ter in Atlanta which features a 
mall with stores lining each side of 
a pedestrian street. Patios and pa- 
tio benches dot both sides of the 
walkway, and there is no parking 
in this area. 

The new stores are Bell Brothers, 
J & J Poll Parrot Shoes, and But- 
ler’s. B. G. Richey has been named 
manager of the J & J unit; Vernon 
Good, manager of Bell Brothers, and 
Roy Sweatman, manager of But- 
ler’s. 

Thirty acres of parking space ad- 
joins the mall. 
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Population Growth Slowed 


In 1958—but Only Slightly 


WASHINGTON, D. C.—U. S. pop- 
ulation last year rose by the slowest 
rate in years, the U. S. Census Bu- 
reau estimates. Even so, more 
babies were born than ever before. 

Rate of population growth in 1958 
was 1.66 per cent, as compared with 
a rate of growth of 1.73 per cent in 


the previous year and an average 


rate of 1.7 per cent for the past 12 
years. Total U.S. population is now 
175,602,000. 

The decline in the rate of growth 
is blamed by some economists on 
1958 business recession. The ex- 
perts add that there’s no way of tell- 


ing whether the lower rate of | 


growth is the beginning of a trend, 


or if it’s simply a non-recurring, | 


one-shot characteristic of a reces- 
sion year. 


Even with the fall-off in the rate | 
of growth, the number of babies | 


born in the U. S. last year was 
4,249,000. 





Various Pointed Toes to Stay 
Volume for Fall: NSRA Unit 
(CONTINUED FROM PAGE 85) 


flared Louis heels. 

Softened square toe lasts have 
great potential, the committee said, 
and boots are “enthusiastically en- 
dorsed.” Again, brown tones are 
felt to be the news and gold tones 
are popular. 

A detailed fashion report, the 
NSRA’s “Fall ’59 Women’s Shoe 
Style Forecast,” will be sent to 


members in advance of the buying 


season. 

The 46-member committee is com- 
posed of retailers and manufactur- 
ers. 


Sample Shop Expanding 

DETROIT—The Cinderella Sam- 
ple Shop, which has operated in this 
city’s Metropolitan Building for 21 
years, is expanding operations and 
adding a number of better-grade 
shoe lines. The former sample dis- 
play room has been converted into a 
self-service type of operation, and 
a shop has opened across the hail to 
serve the new cancellation depart- 
ment. The firm name is being ex- 
panded to Cinderella Sample and 
Cancellation Shoes. Hyman Mervis 
is sole owner. 
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retailers report: 


The Incomparable Fit of 
Altschul Children's Shoes 


means easier sales for you! 


| BLACK VELOUR BUK “BEE” OXFORD 


Stitched ''Zephyrlite’’ Sole @ Long Arch 
Supporting Counter @ Right and Left 
X-Ray Steel Shank 

M2430: |2!/.-3, B-EEE, Taper Toe 

L2430: 5-10, AA-EE, Taper Toe 


| Ready April Ist. 


GREY VELOUR BUK "U" OXFORD 
Cushion Sole @ Long Arch Supporting 
Counter @ Right and Left X-Ray Steel Shank 
M935: 12!/.-3, B-EE 

L935: 4'/2-10, AA-EE 


BLUE & WHITE 
SADDLE OXFORD 


Oak Soles @ Long Arch Supporting 
Counter @ Right and Left X-Ray Steel 
Shank @ Thomas Heel 
Céi5, "R-ex'’ Blucher: 8!/2-12, A-EEE 
M615, ‘“'R-ex'’ Blucher: |2!/.-3, A-EEE 
L615, ‘*R-ex'’ Bal: 5-10, AA-EE 

n 


S moother, speedier sales 
are yours when fitting is 
no problem. Altschul 
juvenile shoes fit—from 
the very first try-on! 


See how the exclusively- 
designed Altschul last 
provides all you need to 
insure perfect fit! You'll 
welcome the gentle, 
snug fit of the heel... 
no squeeze! ...no rub! 
You'll appreciate the 
sound support and sturdy 
construction built into 
every pair... so vital 
to create customer con- 
fidence and repeat sales. 


Here are shoes that 
really fit! 


Add quality leathers— 
the best available—and 
sure workmanship by 
skilled shoecrafters .. . 
see for yourself how 
much easier the selling 
can be! 


Order a trial run of sizes 
today ... styles shown 
here are wonderful 
sales-makers! Or, send 
for our FREE catalog 
of “in-stock” styles. 
You'll be glad you did. 





IN-STOCK SERVICE 


Always available for imme- 
diate delivery ...a complete 
range of styles, sizes, widths. 
Orders shipped same day as 
received. Another reliable 
Altschul service! 











JULIUS ALTSCHUL, INC. 


Creators of “Nature's Own" Straight Last Footweor 


Julius ALTscCHUL INCy 117 Grattan Street 


FOUNDED 1899 


Brooklyn 37, N. Y. + HY 7-4500 
CELEBRATING 60 YEARS OF FAITHFUL SERVICE 





e Retail Openings 
Hill Bros. Self-Service Firm 


Opens Second Denver Store 


DENVER — Hill Brothers, with 
more than 30 self-service shoe com- 
panies in the Middle West, has 
opened its second store in Denver 
within seven months. Owned and 
operated by Clifford and James Hill 
of Kansas City, the new 5000- 
square-foot shop is located at 4409 
W. Colfax Ave. (U. S. Route 40), on 
the western outskirts of Denver. 

The first Hill Brothers store, 
opened last August, is on South 
Broadway in a highly-populated in- 
dustrial and commercial section. 
The new store is in an area called 
the “used car lot” section, which 
includes aging small homes, small 
businesses and grade schools. 

William Davis, who started his 
shoe training in an International 
Shoe Company factory at Spring- 
field, Ill., is the new store’s man- 
ager. He had served as assistant 
manager at the South Broadway 
store the past six months. Duell 
Pirtle is the Broadway manager. 

Stock in the Hill Brothers stores, 


open seven days a week, includes 
men’s dress shoes, sizes 6 through 
12, at $5.99 and $6.99; boots from 
$7.99 to $11.95; women’s dress 
shoes, heels and wedgies, $3.99 and 
$4.99, and children’s shoes (up to 
large size 3) at $2.99 or two pairs 
for $5.00. Women’s loafers and 
flats, sizes 4 to 10, are soid at two 
pairs for $5. 


Edison Bros. Features Color 
As Three New Stores Debut 


ST. LOUIS —Color took a key 
role in the displays of three new 
stores opened by Edison Brothers, 
a Chandler’s in Milwaukee and two 
Baker’s units in shopping centers at 
Paramus, N. J., and Dearborn, Mich. 
At each store, pale and brilliant- 
toned shoes in abundance gave a 
spring flavor to windows. 

The Chandler’s store, in the May- 
fair Shopping Center, contains 6000 
square feet. The facade is of ver- 
tical wood siding with a hint of 
green. Pink stone recessed piers 
support the overhanging windows. 
Claude M. Pipkin is manager. 

In the Paramus Baker’s the front 


is of light beige ceramic tile, with 
two-level show windows resting on 
beige brick piers. R. Douglas Lewis 
is manager of the 6000-square-foot 
unit. 

At Dearborn the store facade is 
of white antique brick and the sell- 
ing area contains 4500 square feet. 
Donald K. Meyers is manager. 

+ o es 

In recent weeks, the Thom McAn 
chain has opened seven units in five 
states. The places and the store 
managers are: North Hollywood, 
Calif., George Thomas; Rockville, 
Md., Carlyle Huntington; Houston, 
Tex., Peter Secheski; Dixmoor, IIl., 
Kenneth Thompson; Fairborn, O., 
Ronald Layton; Akron, O., Joseph 
Sostarich, and Santa Ana, Calif,., 
James Henderson. Grand opening 
celebrations were held for each. 

a e e 

Ben Smith, owner and manager of 
Joel’s Shoes, Inc., has moved into 
larger quarters at 526 Summer St., 
Springfield, Mass. 

e . e 

Browne’s Children’s Shoe Store, 
formerly in Brockton, Mass., has 
moved to South Easton, Mass. The 





Classic Comfort Pump 


This dressy pump adds a spark of smartness 
to famous Cushionized construction .. . 
gives your customer just what she wants in 


style and comfort! 
IN-STOCK 2 WAYS 
No. 1447 BLACK KID 


No. 3447 BLUE KID 
566 Last 16/8 Heel 


AAA 


Write to Department 4 for complete catalog 


CUSHIONIZED BELLAIRE SHOE CO. 
melailelale Mam Atel als 


15 Lowell St. 


SIZES STOCKED 


6-10 





sole. 


Cc 4-10 
D 4-10 
E 4-10 


EEE 4.10 delivery. 





Something New For You 


Fold ‘em, twist ‘em, roll 'em—Quoddy Deerslayer Moc- 
casins always spring back into shape. Crafted of supple, top 
quality deerskin, they make perfect traveling companions. 

Quoddy Deerslayers are a double value—two thicknesses 
of deerskin insure smooth finish inside and out. Foam inner- 
sole, covered by deerskin, makes walking feather soft. Styled 
for all the family, with flexible chrome leather sole, or without 


Deerslayers are the newest addition to our moccasin line. 
We carry world's largest stock, all price ranges—$2.98 to 
$9.95 retail. Over 150 styles, colors, sizes, give same-day 


Write for your illustrated price list today. 


a 
4 HODDY 


Spiegel-Stanley Co. 
Portland 3, Maine 
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store had been operated at the 
Brockton location for 20 years. 
+ * e 


The R & S Shoe Outlet, a family- 
type store, has been opened in Gar- 
den City, west side suburb of De- 
troit, by Sidney Diem, member of a 
shoe family established in the De- 
troit metropolitan area for several 
decades. He also operates Diem’s 
Shoe Shop on the same street. 


Karl’s Shoe Stores Ltd. held a 
grand opening for a store at 2654 
Mission St., San Francisco. Ray 
Gerton is manager. Harry Karl, 
president of the firm, who attended 
the grand opening sale, said the 
chain has more than 300 outlets in 
the western states. 

2 * * 

Albuquerque’s second G. R. Kin- 
ney shoe store has debuted with a 
120-foot glass frontage and 1023 
styles of shoes. James H. Lovett is 
manager of the New Mexico unit, 
the 465th opened by the chain. Kin- 
ney officials Carlton Chance, execu- 
tive officer from Atlanta, and Clay- 
ton Guess, district manager from 
Dallas, were present at the opening. 


e Trade Literature 


Combine Old, New Methods, Independent Retailers Told 


TO REMAIN competitive, today’s 
independent shoe retailer must ef- 
fectively combine the old-fashioned 
sales fundamentals of service and 
store personality with a custom- 
tailored modern program of preci- 
sion management. 

Independent Shoemen offered this 
advice to its members in a newly 
published booklet, “How to Operate 
a Shoe Store Profitably,” second in 
its monthly Operational Know-How 
series. 

“Recent trade surveys indicate 
that the independent retailer is often 
at a loss in setting up a workable, 
efficient operating system,” said 
Frank Underhill, Independent Shoe- 
men executive director. “‘He realizes 
that correct record keeping, per- 
petual inventory, budgeting and unit 
stock control are vital for function- 
ing more effectively today, but, too 
often, he feels he cannot afford the 
time or money for such a system.” 

Every retailer can work out a sim- 
plified yet comprehensive system of 
“precision management” that best 


suits his particular operation while 
retaining the basic techniques that 
are his main advantage in compet- 
ing with larger stores, it was said. 

The I.S. booklet claimed too many 
independents attempt to copy mer- 
chandising and management tech- 
niques that are used by chains and 
department stores, rather than de- 
veloping the methods that offer most 
promise for the smaller store. 

“Make sure you have a good but 
not complicated operating system 
that enables you to keep up-to-the- 
minute records and plan ahead,” the 
booklet states. “At the same time, 
don’t neglect the factors upon which 
your business depends — personal 
recognition and service for the cus- 
tomer, careful individual fitting, at- 
tention to each customer’s style pref- 
erences, store personality and that 
close relationship between customer 
and merchant.” 

As the second offering in its shoe 
traveler series, Independent Shoe- 
men is also mailing a bulletin en- 
titled “People Are Your Business.” 
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wrGaive™ LEAGUE 
Baseball Shoes 


Made on regulation spike 
lasts with cowhide 
uppers. Has durable, 
approved, one-piece, 


Sock OFFICIAL 


LITTLE 


with the 


Classics 


moulded rubber 


cleated soles. Large IN-STOCK 


Closed Toe - Low Heel 


QUALITY SHOES AT A POPULAR PRICE 


Half sizes, 1-10, 
standard widths. 


$200 


pair 


NET 
F.0.B. Boston 


Order 
by Stock 


777 


Soft Black Kidskin 


Retailing at $9.95 & $10.95 


Available In 94 Sizes 


AAAA to D Thru 
\ size 11 all widths 
Rubber 


Top Lift Catalog of ALL Stock Shoes Available on Request 


THE P. HAGERTY SHOE CO., Washington C.H., Ohio 
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selection of smart, comfort 
styles including straps, 

\ & ties and pumps. 
Also— 4 N . 
REGULATION . 
BASEBALL SHOES 
Sizes 2 to 12..... .$3.60 


Heel Cushion 


Instep Cushion 


Callous Cushion 


Athletic Footwear Division 


BERNED SHOE CO. 207 essex street, BOSTON 10, MASS. 














Motion Displays, Souvenirs 
Help Attract Young Clientele 


SUMMIT, N. J.—By using attrac- 
tive displays, providing souvenirs 
and promoting the “right” styles, 
the Bilt-Rite shoe store at a small 
shopping center here has attracted a 
youthful clientele. 

Irving Mayer, owner and operator, 
began the campaign to attract “the 
younger set” two years ago when he 
moved his store to its present loca- 
tion. A children’s display such as 
“The Old Lady in the Shoe,” in mo- 
tion, is always set up and operating 


in the store interior. 

A recent free souvenir was parti- 
cularly successful in creating both 
publicity and extra sales. It was a 
2% in.-diameter button on which 
was emblazoned the name of a school 
with its colors. Mr. Mayer provided 
a button for each school in Summit 
and the surrounding area—a total 
of 11 different buttons. One was 
given with each shoe purchase. 

Mr. Mayer considers meticulous 
shoe fitting a prime means of build- 
ing a large and faithful clientele of 
children—mothers appreciate this 
consideration. 





Here 

comes a 
good 
customer — 
always 
buys 
STACY-ADAMS 
SHOES 


When he first came into the 
store, he just wanted a pair of 
shoes. The Stacy-Adams 

I showed him were much higher 
quality than what he had 

been used to buying, but he 
decided to make his first quality 
purchase. He’s been wearing 
Stacy-Adams Shoes ever since. 
It’s easy to grade-up when you 
stock Stacy-Adams. They sell 
themselves. A STACY-ADAMS 
CUSTOMER IS A GOOD 
CUSTOMER. 


STACY-ADAMS Co. 
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Dept. BS, Brockton 62, Mass. 
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Says Mr. Mayer, “I sincerely be- 
lieve in modernization, investing in 
good displays, and good advertising, 
along with courteous and honest ser- 
vice, in order to attract and keep the 
consumer at the small city’s shop- 
ping center.” 


e What's New 


Pat Boone Line for Girls 





From Roya! Cadet come these styles in 
Pat Boone Run-Abouts line for girls. Teen- 
agers love soft fiat heel shoes, love some- 
thing different, love gimmicks, love Pat 
Boone. Five-eyelet bal (right) gives all 
this with official Boone charms: locket- 
sized picture, autographed golden record 
disk, white buck miniature. {In teens’ and 
misses’ sizes.) The teenager also has 
keen style sense, loves shoes like the 
smart Italian-inspired, high-peaked pump 
at left. (In teen sizes.) 





Packaged Fiberglass Shank 
Called as Strong as Steel 


CINCINNATI, O.—A new pat- 
ented fiberglass shank has been in- 
troduced as a labor-saving and 
single-inventory item by Industrial 
Adhesives, Inc. The new product 
is packaged ready to use. It need 
only be unwound from a _ spool, 
with no mixing or processing 
needed. 

The material is placed in the 
shoe in the same manner as a steel 
shank, and can be cut to any size. 
Its use eliminates taping, cement- 
ing, nailing and stapling, company 
officials say. It follows the contour 
of the shoe and cures itself at room 
temperature. 

The manufacturer further claims 
that the material has the same 
strength as steel yet is considerably 
lighter. Elimination of shank 
squeak and wear-through, plus the 
need to stock only one item for this 
process are cited as additional ad- 
vantages. 
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Contoured Foam Cushion to Be Built into Women’s Lines 


NEW YORK—“Viva Puff,” a foam 
rubber cushion sculptured to fit the 
bottom of the foot, will be intro- 





The "Viva Puff," as it will be inserted in 
women's footwear. 

duced into women’s shoes this spring 

and summer. 

Miss Charline Osgood, director of 
the Kid Leather Guild, who was in- 
strumental in development of the 
product, said it “makes the style shoe 
fit the bottom of the woman’s foot for 
the first time. Women’s shoes have 
always had a pocket at the base of the 
arch before the metatarsal heads hit 
the ground and a semicircle pocket at 
the base of the heel seat,” she ex- 
plained. “Placing the ‘Viva Puff’ in 
the shoe fills in these two pockets and 


makes the shoe come up into the 
woman’s arch.” 

There is no density of the foam 
rubber where the body weight hits. 
Built to fit the foot, the “Viva Puff” 
flows in to take up the space of the 
pockets where the shoe doesn’t touch 
the foot. 

Shown to the trade at the recent 
Factory Management Conference, 
the product is being manufactured 





Snap Closure for Bowlers 





“Billy Sixty" Stri-King bowling shoe fea- 
tures Talon Shu-Lok fastener in place of 
traditional laces. The shoe is made by 
Great Lakes Shoe Company, Oconto, 
Wis., in full range of sizes. Available in 
all popular shades in smooth leathers for 
men, and in seven brushed buck leathers 
for women. 


by the Remington Products Com- 
pany, Akron, O. 

According to Miss Osgood, the 
“Viva Puff’ will be marketed in 
women’s footwear as the “Hidden 
Secret in the Shoe.” It will be drama- 
tized as a beauty aid on the principle, 
“If you feel well, you look well.” 
Later the product is to be introduced 
in men’s shoes. 


Specialty Lining Marketed 
For Vamp, Quarter and Strap 

AKRON, O.—A specialty “pack- 
age” lining called Fabricushon Tri- 
Ply lining has been introduced by 
the Andrews-Alderfer division of 
The Kendall Company, here. It is 
designed as a _ single component 
vamp, quarter and strap lining. 

According to a company spokes- 
man, the lining is particularly 
adaptable to women’s shoe styles 
utilizing lightweight leathers, nov- 
elty fabrics, kids and garment 
leather constructions. 

During the past year, Kendall has 
pursued custom coating of specialty 
linings and sock linings for a vari- 
ety of casual, canvas shoes and moc- 
casin constructions. 
















OVER $4,700,000 WORTH 
OF BASEBALL SHOES WERE 
SOLD IN 1958!! 


GET YOUR SHARE OF THESE SALES 


witH BASCO- america's FASTEST 
GROWING LINE OF BASEBALL SHOES 


Ge te & 


Finest “Low Price" shoe on the market. 

No. 940 SEMI-PRO STYLE 

@ Wide wing tip 

@ One piece damproof sole 

@ Genuine top grain leather 

@ Vamp lining, sponge rubber heel pad, leather 
counter pocket, Richardson cleats. 


<<. 
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Major league quality at moderate price. 

No. 970 PROFESSIONAL MODEL 

@ Genuine top grain elk 

@ Full drill lining, rubber heel pad, lecther counter 
pocket, sponge rubber sock lining 

@ One piece damproof sole 

@ Long wing tip styling 


SEND FOR CATALOG SHEET 59-4 TODAY 


BOSTON ATHLETIC SHOE CO. 


72 SECOND ST., CAMBRIDGE, MASS. 


No. 715 LITTLE LEAGUER 


@ Approved by Little League Baseball Inc. 
@ Proven by 10 years of use to be the finest 
Little League shoes on the market. 
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Display for Accessories 
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| Revolving display stand, 18 inches high 

|. and constructed of a lightweight metal, 

| is offered by Modern Orthopedic Appli- 

ance Company, Inc., New York, to aid 

| retailers handling its Modern Aid prod- 

| ucts. It holds a variety of Modern Aid 
packages. 





Griffin Offers Towels, Cutlery 


NEW YORK—Two continuity 
premiums, a set of monogrammed 
towels and a set of kitchen, carving 
and steak knives, will be offered to 
| buyers of Griffin shoe polishes by 
Boyle-Midway division of American 
|Home Products Corporation, New 














Boston, 97 South St. 
New York, 2 Jacobs St.; Chicago, 426 W. Randolph St. 





York. The initial units will be of- 
fered with Griffin ABC Liquid Wax, 
plus $1. Follow-up orders as cus- 
tomers collect their sets will call for 
box tops from any carton-packed 
Griffin polish, together with cash 
payments. The premiums will be 
handled entirely through the mails, 
with the towels and cutlery avail- 
able simultaneously. 


e Financial 
Edison Bros. Reports 
Record Profits in 58 


ST. LOUIS—Edison Brothers 
Stores, Inc., in its annual report to 
stockholders, showed record-high net 
earnings of $8,628,128 for 1958 after 
federal income taxes. 

Net sales of $109,119,591 were 
nearly 10 per cent higher than 1957’s 
$99,301,660. 

Net earnings on common stock out- 
standing totaled $3.90 per share. Div- 
idends on common stocks, including 
the extra dividend of 20 cents per 
share declared at the end of 1958, 
amounted to $1.80 per share as com- 
pared with $1.60 for the previous 
year. The first quarterly dividend in 
1959 was increased from 40 cents to 
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LA CROSSE RUBBER MILLS COMPANY e LaCrosse, Wisconsin 


All-new from skid-resistant 
sole design to the patterned 
uppers . . . easy-on, easy-off 
. .- durable plastic with in- 
stant style appeal .. . pop- 
ular prices. 

Our salesmen are on 
their way ... wait to see 
this fabulous new LaCrosse 
Lacrolite line ! 


» Vogue 


In Silver Haze or Black, 
Lo-Wedge or Avenue heel. 
New “‘fold-in” closure. 
Retail $1.98. 


s Deva c Bayar 


Charcoal or Black. 
Contrasting polka dot gusset. 
Flat or Avenue heel. 

Retail $2.98. 


> Qh Woutho 


Women’s, Juniors, Childs, 
in Red, Brown, or White. 
Retail $2.98. 
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For Men Sizes 6 to 12 


Style Sepamaed 
No. etail 
8700 $9.95 
8774 $11.95 

For Ladies 


Sizes 4 to 9 C wide 
9779 $9.95 
9669 $8.95 


Sheed 


ATHLETIC FOOTWEAR 





_ GOTHAM SHOE MFG. CO., Inc. 





2 Famous Numbers 








2 


GOTHAM  ooopvear weit GoLF sHoES 





Binghamton, WN. Y, 





We Offer Quality Jobs, Cancellations 


Style No. 9999 and Closeouts in Branded Footwear to 
Suggested Retail $4.95 
Style No. 8888 
caus || CANCELLATION 
BASEBALL SPIKES C 
cy “aoe 
6705 $4.95 Our prices 
6700 $5.95 shoe stores, on fase shoes 
6607 $6.95 drive-ins or 
bought direct 
and from the best 
shoe known makers 
promotion are in line with 
buyers our nationwide 
reputation 
for values! 











1215 Washington Ave. 
Sample Rooms: Los Angeles * New York 


Open a Cancellation Shoe Store in Your Town 
Our New Store Consultants Will Help You 


Set Up a Profitable Operation 
Quality Shoes Since ‘32 


M. K. WEIL Shoe Company 


“While in Town See Weil” 
Saint Lovis 3, Mo. 





45 cents per share. 

In their letter to stockholders, 
Harry Edison, chairman, and Irving 
Edison, president, said “the oper- 
ating results were very gratifying in 
view of the genera] industry condi- 
tions prevailing during the year.” 

They reported that 18 new stores 
were opened in 1958. About the same 
number are expected to be added in 
1959 to the 334 stores now in oper- 
ation. 

“The management feels confident 
that the year 1959 will again reflect 
favorable operating results,” the re- 
port said. 


Seiberling Rubber ’58 Income 
Up 13%; Sales Set a Mark 


AKRON, O.—Seiberling Rubber 
Company experienced its best year 
of sales in 1958, overcoming a first- 
quarter loss to end the year with net 
income of $1,070,089. This was 13 
per cent higher than in 1957, Presi- 
dent J. P. Seiberling said. 

Seiberling also announced that pro- 
ceeds of a refinancing program just 
completed will add about $3.4 million 
to working capital. 
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Beck 1958 Sales Down 1.6%; Net Income Drops Sharply 


NEW YORK—A. S. Beck Shoe 
Corporation and subsidiaries re- 
corded a 1.6 per cent decrease in 
sales and a 29.2 per cent decline in 
net income after taxes, for the year 
ended last December 31. 

The company blamed the sales de- 
crease on the economic recession. It 
also stated that “the drastic change 
in the traditions of shoe styling, 
causing a greater consumer demand 
for shoes with narrower toes and 
slimmer heels, necessitated abnor- 
mally large markdowns in our retail 
division.” 

The new styling silhouette also 
burdened the company’s four shoe 
factories with unusually heavy ex- 
penses for lasts, patterns and dies, 
officials explained. 

In its annual report, the company 
said net sales of $60,391,387 com- 
pared with $61,355,115 for 1957. Net 
income was $565,368 compared with 
$798,559 for ’57. Earnings per com- 
mon share amounted to 97 cents in 
1958 as against $1.49 in 1957. 

The report forecast a more favor- 
able outlook for 1959 as a result of 


improvement in the economic cli- 
mate. It said Beck’s retail sales “cur- 
rently indicate an upward trend. A 
modest increase in sales was realized 
during the last three months even 
though a smaller number of stores 
was in operation.” 

The company was operating 228 
retail units at the end of 1958. 


Goodrich Earnings Dropped 
9.9% in 58; Sales Down 5.1% 

NEW YORK—Net sales of The 
B. F. Goodrich Company decreased 
5.1 per cent in 1958 while earnings 
after taxes declined 9.9 per cent. 

According to John L. Collyer, 
chairman, and J. W. Keener, presi- 
dent, net sales amounted to $697,- 
296,556 compared with $734,650,802 
in 1957. Net income was $35,457,- 
421, equal to $3.95 per common 
share, as against $39,369,705, or 
$4.40 a common share, in the pre- 
vious year. 

Dividends of $2.20 a share on the 
common stock were paid in both 
1957 and 1958. 
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¢ About Shoe People 


Harold R. Goldberg, well known 
shoe manufacturing executive in 
Manchester, N. H., has been elected 
president of the city’s Chamber of 
Commerce. 

. s 

Jack Dronsick, formerly associ- 
ated with the H. Scheft Company 
of Boston, has joined the executive 
staff of the Almy, Bigelow & Wash- 
burn department store in Salem, 
Mass. He will buy all footwear car- 


ried by the main store in Salem as 
well as branches in nearby Beverly 
and Gloucester. In addition he will 
merchandise and coordinate all 
three shoe departments. 
e am e 

Lawrence J. Eckstrom, foreign 
counsel for the United Shoe Ma- 
chinery Corporation of Boston and 
author of a book, “Licensing in 
Foreign Operations,’’ explained 
common roadblocks to international 
















COOL BREEZE SHANTUNG ond block Kordoline leather, three 
eyelet Blucher underlay pattern, Nylon stitched, black welt 
with white stitch, steel arch, leather sole, rubber heel, on our 
No. 15 Combination last. IN-STOCK to retail profitably at 
$10.95. Also in Coppertone as MAC. 





M. T. SHAW, Inc., Coldwater, Michigan 
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Sales continue to RISE — 


up 10% for 1958! 


Shaw's steadily rising sales figures 
are definite proof of a quality prod- 
uct at prices consumers can 

to pay! New retailers are constantly 
getting on the Shaw 

and enjoying all the profits ond. 
benefits that go with it. 





tion of the country, gives you 


more at retail! Regular NAT- 
TONAL ADVERTISING in lead- 
ing men's magazines helps 
pre-sell your customers on 
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trade in a talk before the Colum- 
bus Export-Import Club. Eckstrom 
spoke from experiences while in 
Berlin, London and Paris with the 
Western Electric Company and the 
United States Treasury Depart- 
ment. 
. e o 

William J. Hanley, who since 
1917 has owned and managed the 
Hanley Shoe Store in Stafford 
Springs, Conn., has retired. The 
business, founded by Mr. Hanley’s 
father in 1885, has been discon- 
tinued. 

e es o 

Irving D. Brown, president of the 
Coward Shoe, Inc., and John Lay- 
cock, sales manager of Sterling 
Last Corporation, have been re-ap- 
pointed co-chairmen of the boots 
and shoes division of the New York 
City Cancer Committee’s 1959 April 
Cancer Crusade. 


Al Fenn of Sterling Last Corpo- 
ration’s Long Island City office and 
Howard Moore, manager of the St. 
Louis plant, are on a _ three-week 
trip abroad. They are visiting man- 
ufacturers, retailers and fashion 
resources in Great Britain and on 
the Continent. 


Henry Musilli has been named 
buyer and department manager of 
women’s better shoes at J. N. Adam 
& Company, Buffalo, N. Y. He suc- 
ceeds Sam Silver, who resigned re- 
cently. 

= o * 

Boris S. Bierstein, who has long 
been active as an advertising ex- 
ecutive in the footwear industry, 
has been named executive director 
of Gero Advertising, New York 
City and Paterson, N. J., ad agency. 
He will assume administrative as 
well as creative supervisory duties. 
Mr. Bierstein lectures at Columbia 
University Graduate School of Busi- 
ness. 

7 + am 


George B. Hess of the Hess Shoe 
Stores of Baltimore, has _ been 
named to a new term on the board 
of trustees of the Peale Museum in 
that city. The municipally-owned 
museum igs in the home of Rem- 
brandt Peale, painter, author and 
inventor who, incidentally, was a 
contemporary of the founder of the 
Hess Shoe Stores. George Hess is a 
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past president of the National Shoe 
Retailers Association. 


William H. Clowser, Jr., has re- 
signed as manager 
of Huntsberry’s 
Shoe Store in Ha- 
gerstown, Md., to 
become vice-presi- 
dent of Bikle’s 
Shoe Shop, Inc., in 
the same city. One 
of Mr. Clowser’s 
prime interests in 
the shoe business ; 
has been chil- ‘= 
dren’s and ortho- W: 4. CLOWSER, JR. 
pedic work, and he will continue 
this activity at Bikle’s. 

e * . 


Jack Touchstone has been named 
general manager and buyer for the 
three Regent shoe stores in Shreve- 
port, La., one of which opened last 
month. Mr. Touchstone has been 
in the shoe business 17 years. 


Jack Lee, formerly manager of 
the shoe department of John W. 
Thomas & Company, Minneapolis, 
has been named manager of Na- 





pier’s, specialty shoe store in Min- 


neapolis. 
* es 7 


Jess Hayden, owner of Hayden 
Shoe Stores for the past 19 years in 
Hutchinson, Minn., and for the past 
seven years in Glencoe, Minn., has 
taken on a traveling sales position 
in the Mountain States area, but is 
retaining his two family shoe 
stores. Mrs. Ethel Falconer is man- 
aging the Hutchinson shop, and 
Roger Vorbeck, the Glencoe store. 
Mr. Hayden is representing Glov- 
etts for the Dodson Fisher Shoe 
Company, St. Paul, Minn., in Colo- 
rado, Utah, Nevada, Arizona, New 
Mexico and California. 


Clifford Merritt, who operated the 
Miller Shoe Company, Jackson, 
Mich., retail firm, for 48 years, has 
sold it to J. C. Shotwell and retired 
to Florida. Mr. Shotwell had man- 
aged the store for more than 14 
years. His son, James, will be asso- 
ciated with him in the business. 


Vic Carton, a former salesman 
for Vitality division of Interna- 
tional Shoe Company in the eastern 


U. S., has opened a shoe store under 
his own name in Coshocton, O. He 
represents the third generation of 
his family to own a shoe store in 
that city. His father, the late 
James Carton, and his grandfather, 
Thomas Carton, Sr., were shoe mer- 
chants. 
. . 2 

Arnold M. Vrla has been elected 
secretary -treasur- 
er of Austin Shoe 
Stores, retail 
chain with head- 
quarters in Dallas. 
He has been with 
the company since 
1945 and for sev- 





eral years filled 
the position of 
treasurer. His 





election to the new 
post results from 
the resignation of E. V. Fulkerson 


as secretary. 
. * — 


ARNOLD M. VRLA 


Mannie Jacobs, who formerly 
was sales manager for M. Schnei- 
der wholesale shoes in San Fran- 
cisco, has bought the company and 
changed the name to Golden Gate 
Shoe Company, Inc. 





built to save money... take abuse 
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featuring REPLACEABLE SEAT CROWN 


There’s no need to re-upholster or replace an entire chair 
when it’s Royal, with replaceable seat crown—a feature 
typical of the fine in-use engineering that’s built into all 


CHAIRS IN GANG Model 775-G (shown) also have wall- 
saver rear legs, self-locking glides, comfortable Flex-Spring 
seats, and ventilated metal seat pans. Square-tube construc- 
tion. Long-lasting satin finish. Choice of upholsteries and 
colors. Matching chairs, stools, settees, too. Write today 


ROYAL METAL MANUFACTURING COMPANY 
One Park Avenue, New York 16, Dept. 6-C 
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One of America’s Finest Resources for 


* SAMPLES 
* JOB LOTS 
* CANCELLATIONS 


Branded Shoes- first quality 
from outstanding makers 


IDEAL FOR 
Cancellation Stores 
Drive Ins > 
Bargain Basements 


1} READE STREET 


Address 








NEW YORK 7 


ALBARISHOE + Phone WOrth 2-5 











e Obituaries 


James T. Gormley, President 
Of Boston Leather Firm 


BOSTON — James T. Gormley, 
president of the Day-Gormley Leath- 
er Company here, died suddenly 
February 20 at his 
home in suburban 
Wellesley. 

Active in civic 
and trade associa- 
tion work, Mr. 

Gormley had been 

a member of the 

board of the Bos- 

ton Chamber of 

Commerce and a 

director also of the 

New England Shoe 74S T- commsy 
and Leather Association and the Na- 
tional Conference of Christians and 
Jews. He was a long-time member 
of The 210 Associates and in 1957 he 
received the group’s annual T. Ken- 
yon Holly award. 

Surviving are his widow, Louise, 
and two daughters, Mrs. Clark C. 


Stephenson and Mrs. Jasper W. 
Nicolls. 


MISS CORA FLORSHEIM, sister 
of the three founders of the Flor- 
sheim Shoe Company, Chicago, died 
February 13. Her three brothers 
were Milton S., who died in 1936, 
Felix, who died in 1933, and Louis, 
who died in 1955. She was the last 
surviving member of that genera- 
tion. Her only sister, Mrs. Florence 
F. Byfield, died in 1945. Surviving 
are two nephews, Irving S. Flor- 
sheim, chairman of the firm, and 
Harold M., now president, and two 
nieces, Mrs. Lillian Mackoff and 
Mrs. Margaret Friedman. 


JOHN S. MANEY, owner of the 
Van Wert Bootery, Van Wert, O., 
for 35 years, died February 19 after 
surgery. He was vacationing in 
Tucson, Ariz., at the time. Mr. 
Maney, a veteran of 50 years in the 
retail shoe business, had managed 
Hanover Stores in Detroit and Cin- 
cinnati early in his career. 


WARREN A. RHEINER, 71, a 
salesman for the Wachter Shoe 
Company, Toledo, O., for 12 years 
until his retirement last year, died 
February 19. His wife, Wanda, 
three sisters and a brother survive. 


BEN H. LAVIN, women’s shoe 
buyer for Goldblatt’s, chain of de- 
partment stores, died February 22 
in Chicago. He had been associ- 
ated with the firm since 1929 and 
was appointed a buyer in 1943. His 
widow, a daughter, two brothers 
and three sisters survive. 


RAYMOND L. MURPHY, 63, 
manager of Karl’s Shoe Store in 
Bell, Calif., died recently. Mr. Mur- 
phy, a southern California resident 
for 50 years, is survived by his 
widow, Maude B.; three sons, Ray- 
mond E., Albert A. and Clarence L.; 
two sisters and two brothers. 


CLIFFORD H. MARENESS, 85, 
retired former manager of Interna- 
tional Shoe Company’s printing and 
stationery department at St. Louis, 
died February 26. He joined Rob- 
erts, Johnson & Rand division in 
19138, retired from the company in 
1946, then returned a few months 
later to manage the educational 
museum on a “temporary basis.” 
That basis continued until 1957, 
when he again retired. Survivors 
include his daughter, Mrs. Marion 
M. Richards, and a brother, Earl. 





The Hollywood Scuff 
That's Sweeping the 


For the new, the different, the 
exciting, the promotable, in 
Sandals, Casuals, Scuffs, look 


_ 


50 M Men's Scuff 


Newspaper Mats 
Available 


LION SANDALS iwc. 


400 EAST 111th STREET, NEW YORK 29, N. Y. 


50 L Ladies’ Scuff 





Sensation 
Country! 


Tan, Black, Wine 
Full Sizes 6-12 


Tan, Black, Red 
Full Sizes 4-9 


WHERE 
INDEPENDENT 
SHOE 
MANUFACTURERS 
FIND COMPLETE 
RELIEF FROM 

BAD DEBTS, SLOW 
ACCOUNTS, CREDIT 
DEPARTMENT 
EXPENSE 
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QS7 FOURTH AVENUE 
NEW YORK 10, N. ¥. 
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Project Quality Image, 
N. Y. Producers Told 


NEW YORK — Members of the 
New York Shoe Manufacturers 
Board of Trade must collectively 
convey the idea of quality and in- 
tegrity to the retailer and, through 
him, to the customer. This advice 
was offered at the organization’s 
February meeting by Ruth Kerr 
Fries, fashion director for Amal- 
gamated Leather Companies, Inc., 
and B. D. Eisendrath Tanning Com- 
pany. 

“It is the artistry and know-how 
that goes into the quality shoe that 
gives it its inherent value,” she said. 
“It is the combination of the best 
technical skills, backed with the 
finest leathers and component parts, 
that adds up to quality shoes that 
are tops in fashion and fit.” 

Mrs. Fries was one of several 
guest speakers at the meeting in 
the Vanderbilt Hotel. The proposed 
shoe labeling bill was a topic of dis- 
cussion. Ben Seligman, of the law 
firm of Seligman and Seligman, in- 
dicated that the directors and mem- 
bership of the Board of Trade had 
presented a formal resolution op- 
posing the shoe labeling bill. 

Voicing a plea for greater cooper- 
ation between shoe manufacturers 
and the High School of Fashion In- 
dustries was Dr. Nathan Brown, 
principal of the New York institu- 
tion. The school, he said, has the 
equipment, instructors and space to 
train youngsters in the shoe manu- 
facturing skills. Upon graduation 
they can produce a complete shoe. 


Samuel Kaynis, chairman of the 
school’s shoemaking classes, intro- 
duced two graduates, Joe Mara, a 
pattern maker at Delman’s, and 
Peter Strategis, of Evins. 

The school offers evening courses 
for adults in pattern making, cut- 
ting and fitting. Officials of the in- 
stitution urged the manufacturers 
to send their employees. 

In discussing the quality image, 
Mrs. Fries asked the group, “Do you 
realize that you are the image of 
quality . . . of high fashion, good 
fashion, lasting fashion in shoe 
manufacture? Do you realize that 

(CONTINUED ON PAGE 107) 
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Officials of "Wide, Wide World of Shoes,"" 1959 St. Louis Shoe Show, meet to draft 
final plans. General Chairman Gerald V. Monroy (pointing) spots vacation areas 
included in retailer attendance prize, a vacation trip. Watching (left to right) 
are: Arthur H. Gale, executive secretary, St. Louis Shoe Manufacturers Associa- 
tion; A. A. Brand, publicity chairman; William Barber and Raymond Kohn, enter- 
tainment co-chairman, and Harry Bennigson, housing chairman. 


ST. LOUIS—‘“Holiday in Fash- 
ion,’ a musical fashion revue and 
luncheon, has been added to the spe- 
cial events list of the St. Louis 
Shoe Show, April 12-15. 

The program, featuring a profes- 
sional New York cast of singers, 





Hickey Retires as Surpass 
Executive, Remains Director 


PHILADELPHIA — Daniel H. 
Hickey has retired as general sales 
manager and assistant vice-president 
of Surpass Leather 
Company after a 
quarter century 
with the firm. He 
has been re-elected 
as a director. 

In behalf of his 
associates, Board 
Chairman Harold 
C. Connett  pre- 
sented Mr. Hickey 
with a silver tray 
at a recent sales 
meeting in New York. The exhibit 
committee of the Tanners’ Council of 
America, of which he has been chair- 
man for many years, also gave Mr. 
Hickey a silver tray “in grateful 
recognition of his devoted service to 
exhibitors in the Leather Shows.” 
Irving R. Glass, executive vice-presi- 
dent of the council, presented it. 


DANIEL H. HICKEY 


dancers and musicians, will contain 
promotional and merchandising 
ideas adaptable to retail operations 
of any size. The show will be 
staged by Holiday magazine at a 
luncheon Tuesday noon, April 14, in 
the Gold Room of Hotel Sheraton- 
Jefferson. 

Shoes will be featured through- 
out the “Holiday in Fashion” fea- 
ture. One of the scenes, “Choose 
’em Shoes,” will feature ideas for 
building a wardrobe from the shoes 
up. Each of the scenes will include 
suggestions for merchandising, dis- 
plays, windows and special promo- 
tions. 

According to Gerald Monroy, 
show chairman, the “Holiday in 
Fashion” luncheon will be “new, 
colorful, and will close our show 
program on a high note. It will be 
an educational event but a highly 
entertaining one as well.” 

Mr. Monroy said that out-of-town 
exhibitors have passed the 100 
mark. Manufacturers from all 
parts of the United States are rep- 
resented. 

Retailer reservations continue to 
come into the St. Louis Shoe Man- 
ufacturers Association office at a 
fast pace, according to Arthur H. 
Gale, executive secretary of the as- 
sociation. 
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Union Labor Report Shows: 


Industry Productivity Up, Wages Decline 


BOSTON—Shoe output per man- 
hour rose in 1958 to a record level 
of 1.46 pairs, the Boot and Shoe 
Workers’ Union (AFL-CIO) noted 
in its annual Shoe Industry Labor 
Report. 

The figure—up 3.5 per cent from 
the 1.41 pairs of 1957—is the high- 
est shoe productivity level in the 
world, the union said. Between 1950 
and last year, shoe pairage output 
per man-hour rose 22.7 per cent. 

However, both weekly wages and 
total employment in the industry 
dropped during the year, the union 
pointed out. Average weekly wages 
of $54.72 compared with $55.20 in 
1957, for a 1 per cent drop. Average 
annual wages in 1958 were $2,845. 
Meanwhile employment of produc- 
tion workers declined by 3.2 per 
cent, reaching 213,000. 

“The decline in employment con- 
tinues as a long-term trend,” said 
the union report. “In 1958 there 
were some 8 per cent fewer shoe 
workers employed than in 1939. In 
the same period, shoe production 
rose 37.3 per cent, and pairage out- 
put per man-hour rose 46 per cent.” 

Commenting on the figures, John 
J. Mara, union president, charged, 
“The shoe industry labor force, as 





BSWU’s Shoe Industry 
Labor Record, 1957-58 





% Change 
1957 1958 1957-58 
Production employees 220,000 213,000 —3.2% 
Avg. hourly earnings $1.50 $1.52 13 
Avg. weekly earnings $55.20 $54.72 -—10 
Avg. weekly hours 37.0 36.0 —2.7 
Total weekly payroll $12,210,000 $11,655,000  —4.5 
Total annual payroll $634,920,000 $606,060,000 —4.6 
Avg. annual wages 
per worker $2,870 $2,845 —1.0 
Avg. pairs produced 
per worker 2,720 as 
Total annual man-hours 423,280,000 399,256,000 —1.0 
Total shoe production 598,000,000 582,000,000 —2.6 
Pairs per man-hour 141 1.46 3.5 
Avg. annual factory 
value of pairage 
produced per worker $9,710 $9,638 —.07 
% labor cost per pair 28.5 29.8 45 
Avg. direct labor cost 
Per pair $1.06 $1.04 —1.9 





Table prepared by the Economic Research Division of the 
Boot & Shoe Workers’ Union, AFL-CIO, based on U. S. 
Bureau of Laber Statistics data. 
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is clearly shown, has been steadily 
producing more per man-hour, yet 
has had a_ slower corresponding 
earnings growth than perhaps any 
other major industry in the coun- 
try.” 


January Production Equals 
Year Ago: 53 Million Pairs 


WASHINGTON, D. C.—Footwear 
production in January has been es- 
timated by the U. S. Census Bureau 
at 53 million pairs. This is 10 per 
cent above the 48.2 million pairs 
produced in December, 1958, and 
equivalent to the 53 million pairs 
made in January, 1958. 

(In New York, the National Shoe 
Manufacturers Association also es- 
timated January °59 output at 53 
million pairs. NSMA also predicted 
that February production would 
total about 49.8 million pairs, or 1.8 
per cent more than last February’s 
48.9 million pairs.) 

January ’59 men’s dress and play 
shoe production of 7.3 million pairs 
was 5 per cent above the level of 
6.9 million pairs for December, 
1958, and 1 per cent higher than 
the 7.2 million pairs manufactured 
in January, 1958. Women’s dress 
and work shoe production of 17.6 
million pairs in January, 1959, rep- 
resented an increase of 13 per cent 
from December, 1958, and a 5 per 
cent increase from January, 1958. 

Output of all other footwear in 
January, 1959, climbed 9 per cent 
above December figures but was 3 
per cent below January, 1958, 
totals. 


Gilbert Freeman in St. Louis 


BOSTON—Gilbert Freeman, Inc., 
well known shoe fabric firm, is 
opening a new office in St. Louis, 
March 1. It will be in the Con- 
tinental Building at 3615 Olive St. 
Frank W. Baker, who has had wide 
experience in the retail shoe field, 
has been appointed manager. In- 
cluded in his territory will be St. 
Louis and the surrounding Midwest 
area. 


U. S. Rubber Displays 


New Storm Boot Lines 


NEW YORK—‘“Rainy Daisies,” 
designed to be worn over teenage 
flats, and “Eskiloos,” made to go 
over socks for both women and girls, 
were new lines of boots featured by 
the United States Rubber Company 
at a “Weathervane Fashion Show” 
held here for New York and nearby 
dealers. 

Also featured were two velveteen 
boots: “Velveteen Panther,” a new 
10-inch boot with black coney fur 
cuff, and “Velveteen Aristocrat,” a 
laced, fleece-lined boot with fur col- 
lar extending down the front. A 
group of “Nylon Fashionlites” to go 
over women’s heel shoes featured 
elastic loop and one-button closures. 
Among these, a brushed nylon upper 
was noteworthy. 

The new Eskiloos, lightweight, 
cver-the-sock, all-weather boots, have 
been developed for wear in cold, 
rain and snow. Completely washable, 
warmly lined and easily put on and 
off over socks, stockings or leotards, 
they are recommended for college 
girls, teenagers and women in city, 
suburbs and country. They are made 
in five styles, three fabrics and a 
range of colors. 

Slanted especially at the teenage 
market, Rainy Daisies are made to 
fit over flats with pointed toes. They 
are in six styles; three fabrics, can- 
vas, corduroy and nylon, and a range 
of colors. A “Sweater Cuff” boot in 
corduroy; a “Pocket Boot,” a can- 
vas boot with side pocket for small 
change, and a “Bo-Peep Boot’ in 
canvas with striped ribbon and bow 
side trimming, are noteworthy 
among these. All but one of the six 
styles are on a flat heel skimmer 
last. 

Pointing up the importance of 
these teenage styles, Miss Anita 
Blanchard, retail editor of Seventeen 
magazine, reported on this growing 
market as she has observed it at 
wide and close range. There are 81% 
million young women under 20 now, 
she reported, and by 1967 there will 
be 1214 million. 

These girls are buyers and re- 
ceivers of gifts; they are a “family 
influence,’ Miss Blanchard noted. 
They use their mothers’ charge ac- 
counts and some stores are giving 


Boot and Shoe Recorder 











them their own charge accounts. 
Every store should have a teenage 
department, the speaker advised. 

Miss Sylvia Harris, vice-president 
of Fletcher D. Richards, the ad- 
vertising agency handling the U. S. 
Rubber account, pointed out the 
strong demand for  over-the-shoe 
boots like the group shown. “Rainy 
Daisies,” she noted, have been pre- 
tested. For the first time in the New 
York area, U. S. Rubber is embark- 
ing on a series of TV programs. 
Each one of the 24 planned will fea- 
ture a woman well-known to TV 
audiences. All will have dealer men- 
tions. 


Johnston & Murphy Ad Tells 
‘How to Make Shoe by Hand’ 


NEW YORK—Johnston & Mur- 
phy tells readers of The New 
Yorker how to make a men’s shoe 
in do-it-yourself fashion in a unique 
double-page ad in the magazine’s 
March 21 issue. 

In 77 steps, filling an entire page, 
the manufacturing process is care- 
fully detailed. Far from expecting 
anybody to make his own footwear, 
however, Johnston & Murphy—a 
Genesco division—is using this ap- 
proach “to show the monumental 
effort that goes into creating a pair 
of Johnston & Murphy shoes and to 
reaffirm the quality of the manufac- 
turer’s product,” a spokesman said. 

Parting paragraph of the ad: 
“Gentle suggestion for those kind 
readers who lack the time or pa- 
tience to pursue the bench boot- 
maker’s art. Drop in at your John- 
ston & Murphy store and ask for 
The Regency. It costs about $50.” 
A full-page picture of this five-eye- 
let bal with wing tip appears on the 
opposite page of the ad. 
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Endicott Johnson Division Opens N. Y. Showroom 





Attending opening of Empire Specialties Footwear Company's newly renovated 

sales offices and showroom in New York's Marbridge Building are these Endicott 

Johnson Corporation officials (standing): Lawrence Merle, general manager; A. 

Harrison Billet, marketing director; Raymond A. Mills, vice-president; Harold J. 

Scully, account executive; Louis G. Morris, advertising manager, and Francis A. 

Johnson, president. Frank T. Deveney (seated) is salesman in charge of the office. 
Empire Specialties is a "make-up" division of Endicott Johnson. 





Brown ‘Shoerama’ Display 
Planned at St. Louis Show 

ST. LOUIS — The Shoerama 
method of exhibiting will be used 
again by Brown Shoe Company 
when it presents its 1959 fall lines 
during the St. Louis Shoe Show 
next month. 

Designed to combine all branded 
sales divisions of the company in 
one area with minimum separation, 
the Shoerama exhibit method was 
well received by shoe retailers at 
the National Shoe Fair, a firm 
spokesman indicated. 

For the St. Louis Show, Brown 
Shoe has contracted for the entire 
ballroom floor at the Statler Hotel. 
Shoe models will be used by all the 


women’s divisions. National adver- 
tising campaigns will be displayed. 


Omega Shoe Co. to Build 
Addition to ‘Leprecens’ Plant 

ST. LOUIS—“Too many Lepre- 
cons under one roof” have neces- 
sitated expansion of the Leprecon 
factory at Pacific, Mo. 

Ralph Tucker, president of Ome- 
ga Shoe Company division of Pacific 
Shoe Company, announced the pur- 
chase of additional land for enlarg- 
ing the Leprecon factory. The new 
addition will be built adjacent to 
the present plant. 

“The ever-growing volume of 
Leprecon shoes has made it neces- 
sary to increase our production 
facilities,” Mr. Tucker said. 
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International Shoe’s Spring Orders Exceed 1958 by 10% 


ST. LOUIS — International Shoe 
Company’s orders for the spring sea- 
son are running approximately 10 
per cent ahead of the spring season 
last year, according to Henry H. 
Rand, president. 

At the annual stockholders meet- 
ing, Mr. Rand said, “We believe our 
shipments for the first half will show 
an increase of close to 10 per cent. 
On the basis of civilian shoes, this 
will bring our volume close to the 
first half of 1957. 

“Our production should be in line 
with our shipments, modified only to 
the extent of anticipated further 
streamlining of our finished shoe in- 
ventory.” 

Earnings so far this year are 
running ahead of last year, Mr. 
Rand said, and company officials be- 
lieve it is reasonable to expect that 
first-half earnings will show a good 
increase over 1958. This is in spite 
of a continued rapid rise in the 
prices of hides and leather to levels 
above the basis of present shoe 
prices, the president added. 

“Retail shoe business has been go- 
ing very well in 1959,” Mr. Rand 
said. “With good weather between 
now and Easter, the retail shoe busi- 
ness will (this is nationwide) com- 
plete an excellent first three months. 
. . . I think it is reasonable to an- 
ticipate that if the national economy 





Federan Gets Approval Seals 


BELLEVILLE, N. J.—Federal In- 
dustries, a division of Textron, Inc., 
has been granted the seals of ap- 
proval of the United States Testing 
Company, Inc., and Parents’ Maga- 
zine for its Federan vinyl fabric. 
The line is being marketed to the 
footwear industry by Henry and 
Maury Golub of Federal’s shoe sales 
department. 





Te FREE vant BOOKLET!§ 


“How to Dye Fabric Shoes” 


EVERETT & BARRON CO. 
166 Valley St., Providence, R. 1. 





does as well as expected, we should 
wind up the year with a substantial 
recovery in both sales and earnings 
toward the 1957 levels.” 

Mr. Rand explained that Interna- 
tional had advanced shoe prices on 
October 13 and again on January 5. 

“These increases were made neces- 
sary by the increase in wage costs 
contained in our employee contracts 
effective October 1, and a strong up- 
ward movement in the prices of 
hides and leather which began in 
November.” 

This upward trend, Mr. Rand told 
stockholders, is continuing. 

“Since it is impractical and ex- 
tremely difficult to change shoe 
prices too often within one season, 
the result is that our margins right 
now are being squeezed somewhat,” 
he said. 

Two St. Louis bankers were elect- 
ed to the board of directors of In- 
ternational Shoe at the February 
annual stockholders meeting. They 
are David R. Calhoun, president of 
St. Louis Union Trust Company, 
and Kenton R. Cravens, president of 
Mercantile Trust Company. 


‘Silka’ Line Renamed Sylka 


MILWAUKEE — General Split 
Corporation has changed the name 
of its Silka Desertan leather line to 
Sylka Desertan. Saul Levine, execu- 
tive vice-president of the company, 
said the action was taken because of 
a conflict with another tanning firm 
which has been using the name 
“Silka.” General Split’s Sylka 
Desertan is a line of plush leathers 
with a silky iridescent finish. They 
are offered with a water-repellent 
“Scotchgard” treatment. 


Shoe Supply Firms Merge 

NEW YORK—Two companies 
which distribute shoe store supplies 
and findings have announced their 
merger. Berko Sales Company, Inc., 
Hicksville, N. Y., and Majestic 
Leather Company, Inc., 99 Duane St., 
New York City, will operate as Ma- 
jestic-Berko Sales Corporation. Offi- 
cers are: Paul Heidenreich, presi- 
dent; Joseph Berkowitz, vice-presi- 
dent, and Stanley J. Diamond, secre- 
tary-treasurer. 

New lines will be added, Mr. Heid- 
enreich said. A warehouse and offices 
will be at Roslyn Heights, L. I. 
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Distributors’ Group Links 
With Independent Shoemen 

BOSTON — The Association of 
Footwear Distributors, a national 
trade group formed last year, has 
joined forces with Independent 
Shoemen. AFD _ announced its 
“unanimous support” of I.S. and 
named Frank Underhill, executive 
director of the independent organi- 
zation, as its program coordinator. 

According to George D. Mason, 
president of AFD, every AFD mem- 
ber has now joined I.S. He pointed 
out, however, that the distributors’ 
group will maintain its separate 
identity. 

AFD members joining I.S. were: 
King Bros. Shoe Company, Bristol, 
Tenn.; D. Myers, Baltimore; Solnit 
Shoe Company, Los Angeles; C. W. 
Marks Shoe Company, Chicago; D. 
S. Peterman & Company, York, Pa.; 
Charles Meis Shoe Company, Cin- 
cinnati, O.; Northwest Footwear, 
Minneapolis, Minn.; Dunham Broth- 
ers, Brattleboro, Vt.; B. Rosenberg 
& Sons, New Orleans, La.; Hurd 
Shoe Company, Utica, N. Y., and 
Modern Shoe Company, St. Louis. 


Texas Boot to Make 3600 Pairs Daily After Expansion 


LEBANON, TENN.—The second 
plant addition in three years is 
under construction at the Texas 
Boot Manufacturing Company, Inc., 
here. It will pave the way for an 
increase in production from 2400 to 
3600 pairs daily. 

Company officials say their fac- 
tory, with 45,000 square feet under 
one roof, is the largest single boot 
plant in America. In eight years, 
volume has grown to almost $3 mil- 
lion annually—the 1958 figure. Pro- 
duction increased from 500,000 pairs 





Executives of Texas Boot Company, Inc., 
posing with part of their 1959 line, are 
(from left): Harry Vise, president; Gray 
Simpson, vice-president and sales man- 
ager, and Allen Taylor, vice-president 
and general production superintendent. 


in 1957 to 600,000 last year. 

Now company officials are eyeing 
a target of 1-million-pair produc- 
tion and $5 million volume for 1960. 
A bountiful crop of TV westerns 
has made the young generation 
“more western-minded,” they point 
out. 


Affiliates in Five Countries 
To Make ‘Process 82’ Shoes 


WAYNESVILLE, N. C.—Compa- 
nies in Canada, Denmark, Belgium, 
Tsrael and New Zealand will soon be- 
gin production on Process 82 pres- 
sure-molded vulcanized footwear, ac- 
cording to an announcement by Ro- 
Search, Inc., here. Process 82 is a 
patented shoe vulcanizing method 
which Ro-Search developed. 

Heinz Rollman, president of the 
company, said it has been shown 
that “the equipment and manufac- 
turing procedures are adaptable to 
local conditions in all parts of the 
world, even in areas where skilled 
help in the footwear field is difficult 
to find.” 
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More and more — little girls are 
living in Danskins! Delightfully 
snug-fitting—so easy to care for 
— so comfortable, for playtime, 
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matched with leotards, Danskin 
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Irving, Hunt-Rankin Feature 
Softer Leathers in Fall Line 


BOSTON — Rich, muted colors; 
softer, more pliable tannages, and 
aniline finishes are proving to be 
major sources of interest in the fall 
line of Irving Tanning Company 
and Hunt-Rankin Leather Com- 
pany, according to Fashion Coordi- 
nator Julie Dane. 

She said, “Irving has long been 
aware of the increasing popularity 
of softer leathers in today’s trend 
toward leisure living and greater 
comfort. 

Included in the new tannages is 
VY. I. P., a men’s dress leather simi- 
lar to the company’s well known 
Onyx leather. Available in kips and 
extremes, V. I. P. is called “as rich 
in appearance as Onyx.” Interest 
has been shown in the new brown, 
tan and B and B shades, Miss Dane 
said. 

She added, “The unique styling of 
shoes for fall ’59 is the inspiration 
of new tannages and creates the 
necessity for shoe manufacturers 
to find softer, lighter-weight leath- 
ers—resulting in our development 


of M. P.” Another softer leather, 
M. P. is described as a lightweight, 
full-grain glove tannage. 
Velvesheen, an improved split 
tannage with a rich full nap and a 
four-way track, is another fall 
offering. Leading colors sampled 
have been Antique Brown, Sea- 
weed, Jute, Cigarette and London 
Gray, according to Miss Dane. 


Colonial Shows Fall Leathers 


BOSTON — Miss Jane Wheeler, 
fashion coordinator for the Colonial 
Tanning Company, Inc., presented 
the company’s fall ’59 leather line to 
Colonial’s agents and representatives 
at the semi-annual dinner sales 
meeting in the Waldorf-Astoria. 

Miss Wheeler stressed the impor- 
tance of Colonial’s soft glove-type 
leathers (Parade, Pom Pom and 
Glissant), the growing interest in 
metallic patent leathers for fall 
fashion shoes (Emerald, Topaz and 
Mauve), increased demand for Black 
Magic Luxury non-crack patent, and 
the volume potential of bootie-type 
leathers such as Yukon and River- 


Addressing the group were execu- 
tives Kivie Kaplan and Joseph 
Kaplan and the company’s division 
heads. 


G. Levor & Co. Appoints 
Billie Howard Consultants 


GLOVERSVILLE, N. Y. — G. 
Levor & Company, Inc., tanning 
firm, has Leepennene Billie Howard 

. Consultants as its 

fashion directors. 

Robert S. Roths- 

child, vice - presi- 

dent and sales 

manager of the 

Levor firm, said 

the appointment 

“gives our com- 

pany well-qualified 

style guidance in 

the shoe, handbag, 

as ee glove and leather 
garment fields.” 

Before forming her own business, 
Mrs. Howard was vice-president and 
fashion director of I. Miller & Sons, 
Inc., and, earlier, was fashion pro- 
motion director of Town & Country 
Shoes. 
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They’re Warm but Expensive 


This pair of mink-topped boots owned by 
Justin Boot Company, Fort Worth, Tex., 
is one of just two pairs of its kind in 
existence, each valued at $1000. The 
other is owned by Dr. Howard Lamb of 
Denver, who supplied the mink pelts for 
both. The company's special boot de- 
partment adorns its products with such 
decorations as portraits, state flags and 
collegiate crests. 





Project the Image of Quality, 
N. Y. Manufacturers Told 


(CONTINUED FROM PAGE 101) 
you represent that highest eche- 
lon that any trade can achieve, 
the dramatic position of being 
prestige makers to a great in- 
dustry. In every industry there 
should be this top echelon, this top 
group that maintains the prestige 
and quality. Far more important 
than mere fashion is the idea of 
value and quality in the footwear 
you produce. 

“What is there in quality and top- 
price items that makes them differ- 
ent from low-price things?” asked 
Mrs. Fries. “It is absolutely neces- 
sary that we look at our own prod- 
uct today and reappraise it in terms 
of quality .. . examine it carefully 
to see how we can preserve the in- 
tegrity—the real basic idea that is 
quality in footwear . 

“The thing that works in your 
favor as quality shoe producers is 
the factor of obsolescence of a fas.i- 
ion idea,” the fashion director said. 
The new oval last, she observed, 
offers “fone of the greatest advan- 
tages to put across the concept and 
image of quality shoes. 

“We are ready for the new image 
of shoe value, quality and beauty 
in this new last. It is one of the 
strongest selling points you have 
been offered in making your shoes 
different from the mass-produced 
shoes in the country.” 


March 15, 1959 





Buy 














Everyone Who Knows Comes to BARIS 
SURPLUS SHOE STOCKS 
from best sources always on hand 
at action prices 
B A Q i S THE NATION'S FINEST 
CANCELLATION SHOES 
79-81 READE ST., N. Y.7 + WO 2-5180 





For Over 43 Years 


Headquarters For 


CANCELLATION 
STORES 


Quality Brands Lowest Prices 


Largest Stocks All Price Ranges 


Fine Fostmene 
MOSINGER -COHN 


1235 Washington, St. Louis 3, Mo 











RUBBER FOOTWEAR 





most flexible, 
coolest on 


Box 338G, Naugatuck, Ct. 








Trend Is to Darker Browns 
In Collis’ Fall Leather Line 


AURORA, ONT. — Volume 
browns, Town and Rembrandt, show 


| TM 836 


| TM 942 


ORTHOPEDIC FOOTWEAR 
Introducing the New 


TARSO MEDIUS SHOE° 
with Added Support 


uf 


The Tarso Medius — with added support 
—is a straight last shoe with Thomas 
heels, long counters and steel shanks. 
Made with full grain uppers and Votan 
soles, Tarso Medius is a premium qual- 
ity shoe with unusually fine workman- 
ship and detailing. Write for a trial pair. 


IN STOCK—FULL PAIRS ONLY 


brown moc. oxford 812-12 B-EE 
black on black grain 
saddie oxford 812-12 B-EE 
brown moc. oxford 12¥2- 3 B-EE 
black on black grain 

1212- 3 B-EE 
5¥2- 9 B-E 





™ 842 
™ 936 


saddie oxford 


TM2666 white biucher boot 


Always in stock: regular Tarso Medius 
with regulation heels and counters... 
from size OO babies to size 6 big 


| juniors. 


a trend to darker brown shades in | 
the Collis Leather Company’s fall | 
1959 line, according to Enid Nemy, | 


the firm’s style consultant. 
tans are Primavera and the new 
Saratoga. Still another brown, Ur- 
ban, is very golden, with some green 
in it. The red browns and rusts are 
confined to casual and_ tailored 
types. 

Clipper gray is a dark shade. Bri- 
tannia blue is a navy with no black 
and expected to replace Flight. 
Mandarin red is a browned, grayed 
tone designed for wear with gray 
in apparel. There is a Branch 
green, a Sprout with gray in it and 


Leading | 


J MARKEL si COMPANY, INC 
332 S. Broadway, Yonkers 


N.Y 





BOX HANDLERS 


WHY 


Do Stores Order 


4 MORE 
6 MORE 
12 MORE? 


They must be pleased | 
with LONG ARM per- ] i 





LONG ARM* 


“Trade More | 











formance. May | send 
| me a trial lot? Satis- 
ge 3 guaranteed. LONG ARMS with handles 

48"", & 60°’, $3.50; with 72" handles, 
24.80, “postpaid in USA. Specify handle jength and 
if for men's or women's boxes. Your jobber or 


CARL BEEMAN 
Cedar Heights Rd. Stamford, Conn. 





a Corsica gray with green in it. 
Sprout and Corsica are suggested 
as promotion colors, one or the 
other to be chosen. 

There are two important textured 
leathers in the Collis fall line, Ba- 
varian and Lima, the latter min- 
utely grained. 





Letters... 


(CONTINUED FROM PAGE 84) 


labeling bill which is now under con- 
sideration by Congress. The impartiality 
with which you formulated this afore- 
mentioned report should serve to aid the 
shoe industry tremendously, in making 
known to manufacturer, retailer and con- 
sumer the latent dangers existing for us 
all with this bill in question. 

JOHN D. REARDON 

DANIEL GREEN COMPANY 

DOLGEVILLE, N. Y. 


As long as this labeling of shoes is 
still in discussion stage, I, as a shoe man 
of the past 40 years, would like to have 
this to say: I think it is the most ridicu- 
lous thing to even think about, let alone 
put it on our statute books as a Jaw. 

Does Congressman Charles O. Porter 
realize what a shoe man has to go 
through before a customer makes up his 
or her mind to buy a pair of shoes? 
Does he know that it is a battle of wits 
with the majority of customers—and to 
prolong the agony all he or she has to 
see is this label and start asking, “What 
is this and what is that?” and whys and 
wherefores. 

Also does Mr. Porter realize the addi- 
tional cost and labor attached to labeling 
and itemizing each component? 

ALFRED SCHLANGER 
LOS ANGELES, CALIF. 


We are pleased to write that we are 
opposed to the Porter Bill and we have 
already written our Congressman to that 
effect. Along with the letter we sent him 
the original Boot anp SHoer ReEcorDER 
articles from the February 1 and 15 
issues. 

RUSSELL HURD, TREASURER 
HURD SHOE COMPANY, INC. 
UTICA, N. Y. 


Mr. Gardner Speaks Again 


In view of the fact that your publica- 
tion did not have to tell my story, and 
the strenuous trip and cost involved, I 
wish you to know that I feel most grate- 
ful. I think your journal has been most 
fair, inasmuch as you speak for the re- 
tail trade. 

A few short comments: I do not dis- 
agree with the [Porter shoe labeling] 
bill but feel that some changes, such as 
giving the different grades of leather, 
would help to clear up the point of a 
grade, in leather. 

I do not feel that I have lost the ball 
to Washington, but rather that support is 
mounting fast for this bill. 

I did not agree with the last stand of 
the Boot and Shoe Workers’ Union, but 
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I did agree with them in the stand they 
took in December, 1958. 
WILBUR L. GARDNER 
GARDNER’S SHOE SERVICE 
“NATIONAL HEADQUARTERS 
FOR LABELING SHOES” 
MEDFORD, OREGON 


® Mr. Gardner refers to the article, 
“Meet Wilbur Gardner: Who Sparked 
the Labeling Bill,’ which appeared in 
the February 1 Recorper. The union 
action with which he voices agreement 
was a charge that some shoe manufac- 
turers are offering cheapened footwear 
with glitter instead of value. The “last 
stand” of the BSWU, with which he takes 
issue, was presumably the union pro- 
posal that the shoe industry set up its 
own code of standards in lieu of legisla- 
tive action. 


Be a Salesman, Not an Order Taker 


It seems to me that the consumer of 
today does object to pressure of the sort 
we used years ago in selling. However, 
in order to be a salesman and not a 
clerk, some form of pressure must be 
used in selling the customer of today. 

Some of the rules that I follow seem 
to be very helpful to me and my staff: 


l. The customer should be greeted | 
with a cheerful smile and hello—and if | 
she should have a child with her, a smile | 
and kibitz with the youngster, for this is 
the best and fastest way to get to a parent. | 
She in most cases will take a liking to | 
you immediately, which makes the sale | 


50 per cent easier and faster. 


2. You must convince the customer | 
that you know your business thoroughly | 


by measuring both feet and taking notice 
of the party’s foot. And providing the 


customers will take your suggestion, try | 


to suggest the proper shoe for them. /f 


they resist don’t force the issue. Some | 


people just will not take any suggestions. 


The salesman should then try to antici- | 
pate the customer’s every word s0 he will 


have an honest and precise answer. 


3. The salesman should try to make | 


the customer feel, before he even shows 
the shoe to her, that that is just what 
she was looking for. 
have created a reverse pressure. 
Suppose you have sold the customer 
one pair of shoes and you would like to 
sell her a second pair. 


know whether you can use them or not 
but we have something here for you that 
I believe would be an excellent shoe for 
everyday wear. And it happens to be on 
sale now, with a wonderful saving for 
you.” 

Without any detection of pressure, the 
customer will be in your hands and you 
are the boss. Five times out of ten, if 
the shoe fits properly and the style suits 
the customer, you have sold that second 





In so doing you | 


Your remarks | 
would sound something like this: “I don’t | 





WANTED TO PURCHASE 


TOP DOLLAR! 


FOR YOUR ODDS AND ENDS, CLOSEOUTS 
OR COMPLETE STOCKS 


EDDY SHOE COMPANY 


ALWAYS RELIABLE 
132 No. 4th St. Phila. 6, Pa. 
Phone §-9927 








: WA 5-9533—WA 











WILL BUY 


ANY PART OF YOUR SHOE STOCK; 
Men's, Women's, Children's. 


OSCAR TRAISTER SHOE COMPANY 


207 Essex Street, Boston, Mass. 











M. STOFF and CO. 
CASH FOR SHOES 


Closeouts—Complete Stores 
Honest Dealing 


New York City 
3-0141-2 


137 West B'dway 
Tel. Beekman 











CASH PAID FOR 
SHOE STORES 
CLOSE OUTS, JOB LOTS 
SHORT LEASES ASSUMED 


B. SABIN 


68 READE ST. NEW YORK 7, N. Y. 
Telephone WOrth 2-2515 


MERCHANTS’ NEEDS 




















ADVERTISING 


' 
—here's how to get 
. 
More Business! 
HE Vincent Edwards Idea Clipping 
T Service has over 2000 satisfied users. 
Each order filled according to what 
you want; wholesalers usually request best 
retail ads; manufacturers usually want ads 
of competitive brands. 

You will find that a study of newspaper 
ad clippings is the quickest and least ex- 
pensive way to keep in touch with what’s 
going on. 

Use coupon below to learn more about 
this valuable service and the special short 
term trial offer. No obligation, of course. 


VINCENT EDWARDS & CO. 


World's Largest Advertising Service 
Organization 


342 Madison Ave., New York City 
Please tell] me more about your news- 
paper ad clipping service and special short 
term trial offer. 

















pair and also have a customer who feels 
that you did her a favor. 
ANTHONY SORRENTINO 
HARRY’S SHOE STORES 
BROOKLYN, N. Y. 
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Wanted to Purchase 








FAIR WARNING 


After transacting your business with 
UNCLE LOUIS you will be so PLEASED AND 
OVERJOYED you surely will feel like kiss- 
ing him. 


PLEASE DON'T 
CAUSE AUNT JENNIE IS JEALOUS 


UNCLE Louis Camitta & Son 
91 Reade St., N. Y. C. WOrth 2-5063 














SURPLUS SHOES 
CANCELLATIONS 
COMPLETE STORES 


Write or wire for fast ac- 
tion . . . quality men’s, 
women's and children’s shoes. 


i by a FOR OVER 43 YEARS 


MOSINGER -COHN 


1235 Washington, St. Louis 3, Mo 








Ml BARIS BUYS for CASH ZZ 


BARIS 


THE NATION'S FINEST 
GANCELLATION SHOES 


79-81 Reade St. ° New York 7, N.Y. © Tel: WOrth 2-5180 N 


Quick decision on your offers of discontinued and 
surplus men's, women's and children's shoes. 
Also complete stores considered 
Jobs In Fine Shoes From Fine Sources Since 1931 


Any quantity..any time. Weil 
buys for cash...quality shoes, 
complete stores, closeouts er 
surplus from manufacturer 
or retailer. For quick action 
write, wire or phone immedi- 
ately. 


M. K. Weil Shoe Co. 
1215 Washington Avenue 
St. Louis 3, Mo. 

CE. 1-3762 
Quality Shoes Since ‘32 
“While in Town See Weil” 


























Mex L. Meltzer, Pres. 


WE PAY MORE /._.,,. WE ARE RETAILERS 





WE BUY MEN'S, WOMEN'S AND CHILDREN'S BRANDED SHOES 
FOR QUICK ACTION WRITE, PHONE OR WIRE COLLECT 
HEMPSTEAD SHOE CO., INC., 269 FULTON AVE., HEMPSTEAD, L. I., N. Y. 


Ivanhee 1-9830 











for 

e closeouts 

e surplus 

e discontinued 
lines 

e complete stores 

BROITMAN- 

GAFFIN SHOES 


ine. ¢ BE 3-7290 
146 DUANE ST., &. ¥.C. 








Union City, N. J. 
Phone or Wire Collect 


TOPPS PAYS THE TOPS 


WE ARE RETAILERS 


We buy Men's, Women's, Children's Shoes 
Complete Stores FOR OPERATION 


TOPPS SHOE STORE 
4116 Bergenline Avenue 


UNion 3-6413 











WE BUY 


Your BRANDED 
and DISCONTINUED 


SURPLUS STOCK 


Write or Phone 
WaAlnut 5-2062 


CAMITTA SHOE CO. 
120 No. 4th St. Phila. 6, Pa. 

















Phone or wire 
collect 





B. & R. PAYS THE LIMIT 


WE BUY CLOSE OUTS 
COMPLETE SHOE STOCKS A 
LEASES ASSUMED Ss 
YOUR NAME PROTECTED # 


B. & R. SHOE CORP. 74 Reade Street, New York 7, N.Y. WOrth 2-6358 


Cc 
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"COMPLETE STORES ® 





i f 
4 4 
Confidential negotiations by 
LJ rated . . . experienced retailers 3 
' 


ARRONSON BROS. & BAYROFF 


i 100 Chambers St., N.Y.C. RE 2-4170-4171 é 
ee 
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Personnel 





ROBERT D. STERN c. H. BUTLER 
Elected to Board Also a Director 


Elected... 


C. H. Butler and Robert D. Stern, 
as members of the board of direc- 
tors of United States Shoe Corpora- 
tion, Cincinnati, O. Mr. Butler has 
served as sales manager since 1946 
and Mr. Stern has been director of 
purchasing since 1947. 

Ernest G. Brown, as a vice-presi- 
dent of the United States Rubber 
Company, New York. He was for- 
merly chairman of the Texas-U. S. 
Chemical Company, owned jointly 
by U. S. Rubber and the Texas 
Company. 

Sam DuPree, to the board of di- 
rectors of The Goodyear Tire & Rub- 
ber Company, Akron, O. Mr. Du- 
Pree, who is vice-president in charge 
of production, succeeds R. S. Wilson, 
who has retired. 

E. V. Fulkerson, as_ secretary- 
treasurer of Graham Brown Shoe 
Company, Dallas wholesale firm, 
succeeding the late W. R. Boker. In 
his new capacity, Mr. Fulkerson 
will act as credit manager and 
serve on the operations committee. 
He resigned as secretary of Austin 
Shoe Stores, Dallas, to take the post. 

Roland R. Simpson, to the board 
of directors of Ohio Leather Com- 
pany, Girard, O. He is vice-presi- 


ART MADDEN 
Named Stylist 


HARRY RAHN 
Joins Dr. Posner 


ae 


SAM DU PREE 
Goodyear Director 


E. V. FULKERSON 
To Secy.-Treas. 


dent and general sales manager. 

Howard S. Feige, as executive 
vice-president of Bear Brand Ho- 
siery Company, Chicago. He will 
continue as treasurer and sales 
director. 


Retiring ... 

H. Ernest Munroe, from the 
George E. Keith Company, Brockton, 
Mass. For many years he was gen- 
eral manager of the Walk-Over 
Shoe Stores in the greater Boston 
area. Later he held a supervisory 
post in the company’s retail divi- 
sion, and more recently he was 
attached to the wholesale division, 
in Brockton. 


Appointed... 


Hy Muskat, as head of a new 
sales office which Cumberland Shoe 
Corporation, Franklin, Tenn., is es- 
tablishing in the Marbridge Build- 
ing, New York. The company, which 
recently announced a new expansion 
program, makes Park Avenue brand 
men’s shoes as well as private brands 
for large retailers. 

James E. Kelley, as a member of 
the sales staff of A. Freedman & 
Sons, Inc., New Bedford, Mass. He 


JOHN P. BOWEN 
Appointed by UBS 


LEIGH MILLER 
Joins Di Parigi 


— 


S. A. SCHWAR 


HY MUSK 
With Pied Piper 


AT 
Heads N. Y. 


Office 
formerly managed a group of men’s 
shops in Philadelphia. 

James E. Lemp, as a salesman for 
the Roblee division of Brown Shoe 
Company, St. Louis, replacing P. L. 
Davies, who is retiring as Okla- 
homa-Arkansas_ representative. 

Seymour A. Schwartz, as Eastern 
sales representative for the Pied 
Piper Shoe Company, Wausau, Wis. 
A New York resident, he has been 
identified with the shoe industry 
throughout his business career. 

Harry Rahn, as representative for 
Dr. Posner Shoe Company, Inc., 
New York, covering Illinois, Indi- 
ana and Wisconsin. He will have an 
office in Park Forest, III. 

Art Madden, as stylist for Pacific 
Shoe Company division of Omega 
Shoe Company, Pacific, Mo. He will 
assist Abe Moskowitz, firm presi- 
dent, and eventually will assume 
full responsibility for shoe manu- 
facturing in the “Leprecons” plant. 

Miss Leigh Miller, as fashion and 
promotion director of Di Parigi, 
Inc., New York women’s shoe man- 
ufacturers. Most recently she was 
fashion director of the men’s divi- 
sion of Hermann Lowenstein, Inc. 

John Rowan, as sales represen- 
tative in the metropolitan New 


DON M. HOWARD 
Promoted by Brown 


ROBERT LIPSON 
Promoted by Shain 
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York territory for the L. H. Hamel 
Leather Company, Haverhill, Mass. 
He joined the sales staff recently. 
The company said also that Sales 
Manager Philip H. Collins will 
spend considerable time contacting 
New York and Brooklyn customers. 

Howard Salovitch, as representa- 
tive in the New England territory 
for Shain & Company, Boston, con- 
verters and distributors of shoe 
fabrics and linings. He succeeds 
Robert C. Lipson, who moves up. 

John P. Bowen, as manager of 
the shoe chemicals division of UBS 
Chemical Corporation, Cambridge, 
Mass. He had been laboratory su- 
pervisor previously. William J. Ir- 
win, as sales administrator, will as- 
sist Mr. Bowen. 

Colin D. Quinn, as representative 
of Ciba Company, Inc., New York, 
covering the leather trade in the 
Midwest. He was formerly with 
General Split Corporation and Cud- 
ahy Tanning Company. 

Edward L. Kraft, as manufactur- 
ing manager of the Battery, Poly- 
fibron and Textile division of 
Dewey and Almy Chemical divi- 
sion, W. R. Grace & Company, 


Cambridge, Mass. He will remain 
as shoe products sales manager of 
the Polyfibron department. 

Alfred W. Anish, as market de- 
velopment manager of Latex Fiber 
Industries, Beaver Falls, N. Y. 


Promoted... 


Don M. Howard, to take over new 
responsibilities of developing na- 
tional accounts in men’s and boys’ 
shoes for the Brown Shoe Company, 
working under Bill O’Rourke, sales 
manager of the united men’s divi- 
sion, St. Louis. Mr. Howard for- 
merly was sales representative for 
Pedwin and Buster Brown shoes in 
the Mountain States. He will be 
succeeded in the Rocky Mountain 
territory by Dan Clarke, now of 
Los Angeles. 

Robert Lipson, to assistant to the 
president of Shain & Company, well 
known Boston shoe fabrics firm. 
Prior to his appointment, he was a 
member of the sales force, repre- 
senting the company in the New 
England states. 

E. S. (Bud) Frasch, to assistant 
merchandise manager of the textile 
and leather industry sales section 


of Dow Corning Corporation, Mid- 
land, Mich. Formerly sales promo- 
tion representative in the New York 
and Philadelphia areas, he replaces 
Charles J. Lenz, who will direct the 
planning and production of promo- 
tional programs for the company’s 
textile sales section and silicone 
specialties division. 


Resigned... 


George M. Herrick, from the ex- 
ecutive staff of Beggs & Cobb, Bos- 
ton, tanners of side leather. He is 
now general manager of New En- 
gland Contract Furnishings, Inc., 
suppliers of furniture and related 
interior furnishings for business 
and industry. He had recently 
served as assistant treasurer, comp- 
troller and assistant to the presi- 
dent at Beggs & Cobb. 


Transferred... 


Gerald E. Boches, to the New 
York sales office of Shain & Com- 
pany, Boston fabrics firm. He will 
cover New York, Connecticut, New 
Jersey and Pennsylvania and do ad- 
ministrative and styling work. 





ebet=MUst-hAek=> a 


WITH 
TOP RETAILERS 
AND 





MOUNT JOY 


FIRST CHOICE 


REAL BOYS 


si 
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——___ 


ME Ait BOYS, 


GERBERICH-PAYNE SHOE co. 


PENNSYLVANIA 














To All Shoe Tracelers 


“Salesmen on the Road,” a page for and about the travel- 
ing man, is fast becoming one of the most popular features 
in every issue of the Recorper. It contains news and side- 
lights about travelers’ organizations as well as the individual 
salesman and his accomplishments, on and off the road. 


It’s the traveling man’s own page, and the RECORDER de- 
pends on the traveler to keep up a steady flow of news. If 
you have a news item, write to: 


MRS. BERNICE S. DECKER 
SALESMEN ON THE ROAD DEPT. 
BOOT AND SHOE RECORDER 

228 GREENWOOD BLVD. 
EVANSTON, ILLINOIS 
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get ready for stormy weather.. f 
Pay get ready for BIG profits - 


‘and sell | ae 
e // 


#: drizzle boots 


clearly the best boots! 


PRINCIPLE PLASTICS 


GARDENA, CALIFORNIA if 


NEW YORK: 45 WEST 34th STREET dg 
CHICAGO: AIRO SUPPLY * 2732 NORTH ASHLAND 


by: 











Classified and Want Ads 








SALESMEN WANTED 


SALESMEN WANTED 


SALESMEN WANTED 








OPPORTUNITY! 


We have several openings for side 
line representatives for our won- 





Nationally Advertised Tot to Teen Brands. 
confidential consideration. 


EXPERIENCED REPRESENTATIVE WANTED 


If you have Shoe Traveling Experience and know the Better Shoe and Department Stores in 
the following territories, you will be interested in becoming associated representing our 
Please send resume of your background for our 


MAL 





1. Florida ia, Alabama, 


Tennessee, issippi and Loui 
2. Missourl, lowa, Minnesota, and Illinois (exclusive of Chicago). 


Reply to Box 400, BOOT & SHOE RECORDER, Chestnut & Séth Streets, Philadelphia 39, Pa. 








derful line of open-stock, in-stock, 
low-priced Juvenile Footwear. All 
open territories are well established. 
6% commission, plus bonus. Write: 


NEIL CARLSON, SALESMANAGER 


SEABOARD NATIONAL SHOE COMPANY 
22 S. Hanover St., Baltimore 1, Md. 

















EXPANSION PROGRAM OFFERS OPPORTUNITIES 


One of America's Old Line Manufacturers of Women's Popular Priced Footwear, backed by 
efficient in stock service, plans to expand its sales organization. Several territories will be 
open, with excellent opportunity for experienced salesmen with established following. Con- 
sideration will be given men with retail shoe background desiring to progress into a traveling 
sales position. Submit complete resume. Replies kept in strict confidence. 


Reply to Box 398, BOOT & SHOE RECORDER, Chestnut & Séth Streets, Philadelphia 39, Pa. 








SALESMEN WANTED: LINE CHIL- 
DREN'S PRE-WELTS AND CEMENTS; 
sizes to 3, Misses. Territories: Ohio, Indiana, 
Michigan, Iowa and Pennsylvania. If interested 
in any other territory write. Will consider. Re- 
ply to Box 364, Boor anp SHoE RECORDER, 
Chestnut & 56th Streets, Philadelphia 39, Pa. 


SALESMAN WANTED: High grade, im- 
ported Italian men’s shoes in stock and make- 
up. Highest commissions paid monthly. Estab- 
lished business in territories available. East 
Coast, West Coast, and South. Can be carried 
with non-conflicting side line. State experience 
and references in first letter. Reply to Box 385, 
Boot anp SHoe Recorper, Chestnut & 56th 
Streets, Philadelphia 39, Pa. 





SALESMEN WANTED BY OLD ESTAB.- 
LISHED INFANT SHOES MANUFAC. 
TURER of Soft Soles, First Steps, and Flexi- 
ble Walkers. America’s Best Quality values. 
Short, Easy to carry, highly competitive line. 
Beautiful Straps, Novelties and year round 
selling styles. Ideal Side Line! Highest com- 
missions paid monthly. Several excellent ter- 
ritories open for increased production. State 
references and territories covered. Reply to 
Box 397, Boot anp SHoz Recorper, Chestnut 
& 56th Streets, Philadelphia 39, Penna. 








SIDELINE SALESMEN WTD. 


RETAIL BUSINESS OPP. 





SIDELINE SALESMEN FOR MANUFAC- 
TURER of Infants’ and Children’s Shoes. 
Established territories open. Complete In-Stock 
service. Write: EDMOR SHOE MFG. CO., 
1234 Carpenter Street, Philadelphia, Pa. 





SMART LEATHER BOWS, SHOE ORNA- 
MENTS and FOOT SOX. Pocket size samples. 
Manufacturer offers highest commission. Reply 
to Box 556, Boot anp SHoe Recorper, Chest- 
nut & 56th Streets, Philadelphia 39, Penna. 


TOP BRANDED MOCCASIN LINE, Re- 
sort and Shoe Trade Midwest, Eastern States; 
Commission 7%. Confidential BOX 163, 
Portage, Wisconsin. 





SIDELINE SALESMEN WANTED: POP- 
ULAR PRICED MEN’S Scuff Slippers and 
Travel Slippers. Very Short Line. Terrific out- 
standing values. Many good territories still 
available. KENNEDY GLOVE COMPANY, 
Gloversville, New York. 








ANTIQUE SHOES 


_DISPLAY ANTIQUE STYLES WITH 
New Line; Old Store Stock, Ladies’ Kid or 
a Seem pair. ROBERT GOURD, Corn- 
ing, Iowa. 








NEW YORK IMPORTER OF RUBBER 
FOOTWEAR, Tennis, Basketball and Vinyl 
Shoes seeks sideline salesman with following 
of large volume accounts. Commission basis. 
Stock for immediate delivery. Reply to Box 
394, Boor anp SHoe Recorper, Chestnut & 
56th Streets, Philadelphia 39, Penna. 





EXCLUSIVE MEN’S SHOE STORE, Same 
Location over 30 years; North Jersey. Handles 
one Factory Advertised Line.' Partner wanted 
: . small investment; or will sell, with or 
without stock. Reply to Box 401, Boor anp 
Soe Recorper, Chestnut & 56th Streets, Phila- 
delphia 39, Penna. 


BUSINESS OPPORTUNITY 


IMPORTERS: We are Experienced in Fin- 
ishing Your Stadium and elvetgator Boots 
with Mouton and Rabbit. Packed to your 
Specifications and shipped directly to your cus- 
tomers. Reply to Box 399, Boor axp SHOE 
Recorper, Chestnut & 56th Streets, Philadel- 
phia 39, Penna. 


LINE WANTED 


AGGRESSIVE SALESMAN, WITH LONG 
EXPERIENCE and Excellent Following in 
Work Shoes, Boots and Specialty Footwear, 
Ohio and Michigan. Manufacturer’s Line Pre- 
ferred. Strong Volume. Connections. Reply 
to Box 396, Boot anp SHoE Recorper, Chest- 
nut & 56th Streets, Philadelphia 39, Penna. 


MANUFACTURER’S REPRESENTA- 
TIVE, Branded Name Lines, Infants’, Boys’, 
Misses’, Children’s; also Men’s, Women’s ac- 
cessories for retail shoe stores, State of New 
Mexico. Reply to Box 395, Boot aNp SHOE 
Recorper, Chestnut & 56th Streets, Philadel- 
phia 39, Penna. 




















CLASSIFIED 
ADVERTISING RATES 
UNDISPLAYED 
20¢ a word 


Minimum (18 words) . .$3.60 
Box number, extra... .$2.40 
Your name and address 
charged at word rate. 
Street number one word 


DISPLAYED 
$14 per inch 


Maximum, 46 words to the 
inch. All material must be in 








Chestnut & 56th Sts. 
Philadelphia 39, Pa. 


Here is my want-ad: 


ORDER BLANK 


BOOT AND SHOE RECORDER 
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is payable in advance Please check if box No. is Wanted (] Money Order 1) 
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March 15, 1959 


CORRAL greater 
profits with... 


GODING 
BOOTS 





The boom in casual wear is the 
western look. To bring more prof- 
its into your corral, keep a good 
inventory of Goding Western 
Boots. They’re as authentically 
western as a hot day in the 
Panhandle ... sought by western 
boot wearers as a gusher is by an 
oillionaire. 


Goding Western Boots are all 
Goodyear Welt Construction, built 
to precise and exacting specifica- 
tions with riding or walking heels. 
All colors and sizes to give every 
cowboy or cowgirl in the family 
more style and wear for less 
money, with a full mark-up for you. 


Write today for free 
full-color catalogue of the 


entire Goding line. 


* 


GODING 
BOOTS 


INC. 
PARIS, ILLINOIS 


li. 
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DURALENE 
x3 By .Ved .¢ 













From deep, midnight blacks . . . to soft, twilight 
sheens . .. DURALENE Black Finishes look right, 
feel right, and flex right. They add to leather that 
DURALENE LOOK — a rich character-building 
lustre that “‘stays up,”’ lasts longer. 


With the continuing trend in black, the trend is to 
DURALENE. 


If you’re making men’s dress or casual blacks — set up 
a trial date with DURALENE Finishes .. . the 

eye appeal, buy appeal finish that builds “‘sell”’ 

into every pair of shoes. 





DURALENE® 


A product and registered trademark 
of the B B Chemical Co. 







Distributed by 


BOSTON, MASSACHUSETTS 
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Only Nunn-Bush Shoes have 


THE 
NUNN-BUSH 
LOOK 


DEEPTONE LOOK 


The Nunn-Bush Look is a persisting look 
.. of superior character and smartness. 
Ankle-Fashioning shapes the uppers to 


: = a 2 C = 
MONTICELLO Last an enduring, smoothe r, more comfort 
Styie 2549 
Deeptone Finish 
Brown Monona Soft Grain 


able fit. Only Nunn-Bush Shoes are 


Ankle-Fashioned. See this season’s rich, 





luxurious, deeptone browns .. . the finest 


in 46 years of Nunn-Bush experience! 


from >] Y. 95 


See your local Nunn-Bush Dealer 


NUNN-BUSH SHOE COMPANY « MILWAUKEE 1, WISCONSIN 


ROMA Last 


Style 468 ; 4 ; 
Deeptone Finish pest / First in Quality? 


NUNN £=BUSH 


Brown Imperial Calf 
ANKLE-FASHIONED SHOES 


2 








ROMA Last 
Style 430 
Deeptone Finish 

Dark Brown Calf, 
imported White Gura Grain 










MONTICELLO Last 

Style 2571 

Deeptone Finish 

Brown Monona Soft Grain 
ROMA ast 
Style 2152 
Deeptone Finish 
Brown Imperial Calf 


Write for Elaborate Nunn-Bush Catalog 1F IT’S Neu iT’'S NUNN-BUSH 


















MAN-STYLED...BOY-SIZED 


And boy-weight, too. Our rugged and reliable line in many sizes, many styles 
... for these hard-to-fit and harder-to-please customers in the six to twelve 
age group. The three styles shown here, plus several others...all designed to 
help you hold on to this important business for THE 

a maximum number of years. Shoes that sell on TRIDE Rite 
looks, fit and wear...and on the Stride Rite name. ae 


GREEN SHOE MFG. CO., BOSTON, MASS 





